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That purple profit eater —the small order 
pesi—is on the move again. At a time 
_ when profit margins are slipping, the cost- 
ly smail order is multiplying at the hands 
of cost-conscious customers. Quickly, 
diagnose the ailment, and take the cure. 
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TO AVOID COSTLY GARBLING 


in passing the word along .. . call on The group communication— internal and external. For 
Jem Handy Organization for visual aids in group help in making sure that your message reaches the 
communication. We are staffed to help you in right audience with maximum impact and effective- 
handling any assignment, large or small. ness, ask the help of 
You’re aware of the damage that can be done when 
a message gets twisted as it’s passed along. Even 


the simplest statement can lose much of its meaning THE JAM HANDY ORGANIZATION 


in transmission. That’s why clarity is a must in NEW YORK CHICAGO DETROIT HOLLYWOOD 


You’re in 


wee 


and the NEWS 


In the stores and homes of Central Indiana's 
$4 billion, 45 county market, the majority of Hoosier 
“Santas” read The Star and The News. 


This persuasive sales team guides daily buying 
for most of this area's 684,000 
families. It can give your product 
or service a quick introduction and 
continued acceptance—give you faster 
sales action for your advertising dollars. 


The Indianapolis Star 


Morning & Sunday 


The Indianapolis News 


Evening 
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Markets 
Who’s Afraid of IBM 


A man who's sure of himself— knows what he wants 
in business, and sets out to get it puts special 
value on businesspaper advertising. Here's where 


What's the Greatest Satisfaction in Being 
you can build results, respect and recognition— for 
your products and your company. The fact is: it a Sales Exec? 


takes an advertising pro to sell a business pro 


in businesspapers YOU'RE FIRED—Now What Do You Do? 


Personal 


Pictograph 
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Advertising A Major U.S. Market 


in businesspapers Sales Strategy 


P The Spreading Epidemic of ‘Small Orders’ 
means business Winchester Rallies the Gals 
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»f-mind. An adequate schedule, (Pacific Fidelity Insurance) 


with the right kind of copy, in 


read by men in a business-frame- 


the right selection of business- 
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balanced advertising program. FOOD PACKAGES 


as housewives see them 


The entire three part series is now available in one easy-to-keep 
form, bound together as a 24-page booklet. Price is $1.00. For 
Advertising works best in a businesspaper copies write: Readers’ Service, Sales Management, 630 Third 
its readers are sold on...a bought-and- Ave., New York 17, N. Y. 

paid-for ABP paper. 
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HIGHLIGHTS 


NEEDED—A CURB ON SMALL ORDERS! 
Good will and good relations needn’t make you the scape- 
goat when customers cut their costs by cutting orders 
below your profit level. But the current rise in small 
orders has big repercussions for the marketer who hasn't 
learned that there are ways he can eliminate these profit 
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eaters—and still be a nice guy to customers. 


A MARKETER’S THRILL . 
It can come from creativity . responsibility 
. or from a simple pride in watching an 
exciting product envelop markets. For every successful 
marketing executive there’s a personal reason why his is 
more than just a job. (Marketing Executives Speak Up) 
Page 32 


challenge . 


WHY COMPETITORS LOVE THIS GIANT 
“There's plenty of room for everybody,” said others in 
the industry when IBM got ready to invade the dictation 
machine field. Far from fearing their big competitor, 
these companies look to it for help in opening up un- 


touched market potential. Page 77 


SECRETS OF A JOB-HUNTING EXEC 
You're better off without a résumé! Don’t give vourself 
away to anyone but the top man! The inference that you 
are currently employed never hurts! These are some of 
the offbeat hints against continued starvation given by 
an exec on the loose—and learning the hard way. Page 47 
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For the man who likes a challenge businesspaper 
advertising is exciting stuff. It demands your best. 
Here’s a real test of creativity, for you're selling to 
fellow pros—men who know their business. You’ ve 
got to know your business and communicate in a 
businesslike way...in businesspapers. 


Advertising 
in businesspapers 
means business 


... because businesspapers are 


read for profit, not for pleasure. 
Here’s one place you'll always 
find prospects—reading with their 
minds on business— wide open 

to ideas and products that 

can help them on their jobs. 


@: 


People pay for businesspapers they want 
-+»-read the businesspapers they pay for. 
Note: All ABP papers are “‘Paid". 

ASSOCIATED BUSINESS PUBLICATIONS + 205 E. 42nd St. N.Y. 17, N.Y, 


201 N. Wells St., Chicago 6, 1. 
333 Wyatt Building, Washington 5, D.C. 
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4 man who knows his way around in advertising 
knows that businesspapers take special talent 
special pains— and pay off in special rewards, special 
satisfaction. For here you're talking to fellow pros 

men as impatient with the trite and dull and com 
monplace as you are yourself. Selling businessmen 
always calls for your best in businesspa pers 


Advertising 
in businesspapers 
means business 


. because businesspapers are 
the most direct, penetrating 
and economical way to cultivate 
specialized markets. Remember, 
all good selling is specialized 
and nothing specializes like 


the business press. 


@: @: 


Good business advertising works best in a 
good businesspaper—a bought-and-paid- 
for ABP paper. 
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The postmarks are 
actual reproductions 


From A to Z, Grit sells small towns 
to give you balanced national coverage 


Far-away places with strange-sounding names. Those are Grit towns, and there are 
16,000 of ‘em across the country. That’s a lot of towns . . . a lot of people . . . too big a 
market to miss. And you are missing it, relatively, with your advertising in the metro- 
politan-minded mass magazines. That’s why your 
Grit campaign is so important . . . because it offsets 
the big-city bias of the major mass media and helps 
provide balanced national coverage. Only Grit gives wt Pata te . eae 
it to you . . . and without it you can’t hope for total by Scolaro, Meeker & Scott, Inc., in New York, 


— Chicago, Detroit, Philadelphia: and by Doyle & 
marxeting success. Hawley, Inc.,in Los Angeles and San Francisco 
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Does your advertising look the same as others? 


a" 


Does it sound the same? 


Many campaigns are competing for attention. 
But only the outstanding ones get it. 


ESE 


People buy ideas. 


Young & Rubicam, Advertising 
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Will Kennedy Be ‘Anti-Business’? 


Perhaps before I start to develop this subject I should point out 
that my opinions are personal and, very likely, are not shared by 
all of my fellow workers on Sales Management —or by my circle 
of readers. 

During the campaign there was much talk about Nixon’s being 
good for business and Kennedy's being “un-good.” Was it valid? 
I don’t think so. Certainly not in a big way. 

We have never yet had a President who was “anti-business.” Not 
even either of the Roosevelts. Yes, they thought it necessary to reform 
certain elements of business, perhaps against its will as of the 
moment. Teddy was called a trust-buster, but U. S. Steel and General 
Motors were formed during his administration! The Food and Drug 
Act, enacted at his urging, was going to cripple industry, but who 
today would urge its repeal? F.D.R. aroused the financial community 
with his Securities and Exchange Commission — “put the insurance 
companies out of business” (!) — with Social Security and allied meas- 
ures, with “controlling” banking by insuring bank deposits. Anybody 
want to repeal these? 

Actually there has been more “anti-business” action during the 
Eisenhower regime than during any previous administration — “anti- 
business” in the sense that the Justice Department has instigated, 
and vigorously prosecuted, more suits under the Sherman Antitrust 
Act, and has prevented many proposed corporate mergers and mar- 
riages. And never has the Federal Trade Commission been more 
active. 

As someone, I've forgotten who, pointed out recently, the President 
of the U.S. has an awesome responsibility, a continuing responsi- 
bility 24 hours a day and 365 days a year to do everything within 
his power to keep 62 million and more Americans employed in non- 
agricultural industries. Take a man with Kennedy's native Yankee 
conservatism (want to bet it will show up in his cabinet appoint- 
ments?) and it’s hard to envision his doing anything “anti-business” 
unless there is a definite abuse involved. His going more than half 
way in post-election dealings with Eisenhower and Nixon indicate, 
too, that he is aware of the fact that nearly half of the people voted 
against him 

So — it is my strong conviction that whether business is good or 
bad is largely up to us as businessmen. We shouldn't expect too 
much in the way of special help from Washington in insuring rising 
sales and profits; neither should we be fearful that our good efforts 
will be fruitless because of sudden and radical moves by the new 
administration 

End of my first, and probably last, political editorial. But there are 
a couple of other areas involving the election campaign that intrigue 
me 


Good Gambling Odds 


The same magic machines that were employed by the television 
networks for computing the November 8 voting are being promoted 
as tools for sales executives. Fed the right background information 
and preliminary figures or actual sales, they will tell you very early 
in the game whether a s. or advertising campaign will turn out 
to be a success or a flop. 


The election night expenence certainly showed that the accuracy 


of the machines is limited by the thoroughness and accuracy of the 


background and comparative information fed into it. Machine fore- 


casts during the course of the evening ranged from a Nixon landslide 


How you can 

‘prospect’ for 
new markets , 
and still 4 
Sell ' 
current Ae 
ones. 


...it’s as easy and productive as 
panning in Fort Knox! Put your 
product story before the readers of 
INDUSTRIAL EQUIPMENT 
NEWS. There are nearly 80,000 
of them . . . important, multi-func- 
tional executives from all phases 
of U.S. industry . . . from more 
than 40,000 plants representing 
more than 4/5ths of the gross na- 
tional product! 

With circulation like this — an 
exclusive circulation built on 
Thomas Register’s continuing 
census of U. S. business and busi- 
nessmen — you reach all U.S. 
markets for your products, includ- 
ing the ones you now sell and hope 
to sell in the future. 

You owe it to yourself to get all 
the facts on this exciting, resultful 
medium — and you can: just ask 
for our latest Media Data File. 


good for selling 
.. . because it’s 
used for 


INDUSTRIAL EQUIPMENT NEWS 
461 Eighth Avenue, New York 1, N. Y. 
Thomas Publishing Company 
Affiliated with Thomas Register 
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Long Distance pays off 
in extra sales 


"We prospect by phone—and turn up sales leads coast to coast” 


says Robert L. Nawman, 


of Benner-Nawman Ince., Oakland, California 


LONG DISTANCE RATES ARE LOW 


Here are some examples 


“Our first group of 15 calls—to New York, North Caro- 
lina, Illinois, Texas and Washington—brought in seven o Cennd 1 - 
ion™ reports a ae uicago to Grand Rapids We 


27 


“This was $37,000 in new orders for our fabricated |! - pyre pape 
” 1~wenix to Los Angeles 
steel products—at a cost for the calls of about $90. ! : ; _ 


Pittsburgh to Cincinnati 90¢ 


. Birmingham to Washington, D.C. $1.40 
By telephone you can prospect almost anywhere, any 


, a , , 3 s News N.J. $1.80 
time—personally, yet at low cost. Try it. You'll find maa te ey oa 
it’s profitable. 


These are day rates, Station-to-Station, for the first three 
minutes. Add the 10% federal excise tax 


Long Distance pays off! Use it now... for all it’s worth! 


BELL TELEPHONE SYSTEM (4A) 


Cai 
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to 333 to 1 odds on a Kennedy victory. This 333 was the largest 
number one of the machines could register on odds and in all proba- 
bility the particular machine's “thinking” was for even higher odds 
than it expressed. The first time I heard its probable odds they were 
22 to 1; they jumped to 333 to 1, back to 6% to 1 and then to 333 
the limit 

It may be that such fluctuating odds as to the success or failure 
of a sales campaign would never be thrown off by the machines. We 
hope so, for while most of our sales executive friends have stout 
hearts, few could stand up under such switching as we saw and 
heard on election night 


A Most Unlikely Choice 


Every vear National Sales Executives, Inc., chooses a “Sales 
Executive of the Year” and honors him at its national convention 

If I knew the name of the man who will be so honored next May 
at the San Francisco convention, I would feel honor-bound not to 
divulge it in advance, but I think you might be interested in the 
name of a man who may deserve the award but is unlikely to get it 

It so happened that Sam Goldsmith, the executive director of NSE 
asked me late in October to make some recommendations, and I got 
around to doing it shortly after we had elected a new president 

My No. 1 recommendation to him and his committee is a contro 
versial figure — and so controversial that I fear the NSE committee 
will bar him from serious consideration 

I told Sam, “Outstanding in my opinion as the sales executive who 
did a truly superior job of surveying and analyzing the market, of 
organizing staff and line personnel, of sales planning, research, re 
cruitment, supervision, stimulation, publicity, was Robert Kennedy 
as sales manager for his brother. I defy anyone to prove me wrong, 
regardless of his party affiliation.” 

So much for Robert Kennedy, whom I know only by his works 


But what he and other Democratic party planners had to do in con 


ducting their campaign has a strong relationship to the sales prob- 
lems faced by more conventional marketers. One thing that interested 
me particularly was their choice of “markets.” Probably because 


they realized that in a 60-day campaign they couldn't do an equally 


penetrating job in all places, large and small, they chose to con 
centrate their fire on about the top 50 Metropolitan County Areas 
(see page 772 and following pages, SM’s July 10 Survey of Buying 
Power 

Their idea, 1 am sure, was to do a superior job of selling in these 
major markets and to cultivate the smaller places in depth only after 
thev had assured themselves that the big cities were in the bag for 
them. In other respects the Democratic planners showed soundness 
in sales strategies and tactics — even though, quite likely, none of 
them ever read a book on selling 


Want to Speak? 


For years the Dartnell Corp. has compiled an excellent directory 
of speakers for sales meetings and conventions, complete with brief 
autobiography, subjects or titles of talks, fees, expenses and travel 
restrictions, if any. They make no charge for listing. The sixth 
edition is being readied for the press now. If you hanker to speak, 
or if you are in the market for a speaker, get in touch with Charles 
F. Johnson, Editor, Sales Executive’s Service, Dartnell Corp., 4660 
Ravenswood Ave., Chicago 40, Illinois 


Never Underestimate 
the Inquiry Producing 
Capabilities of Indus- 
try’s No. 1 Publication 


THOMAS 
REGISTER 


You can market your products to the 
American industry that accounts for over 
80% of the total industrial purchasing 
in the U.S. In present 4-volume edition 
13,007 advertisers se// with 48,176 prod- 
uct descriptive advertisements. 

TR has met all the buying needs of 
industry forover 50 years. It is this unique 
habitual (regular) use that accounts for 
such high percentages of sales producing 
inquiries at such a low cost per unit. 

Talk with a TR representative—study 
the facts—you can’t afford to be out of 


THOMAS REGISTER. 
461 EIGHTH AVENUE NEW YORK 1, N.Y. 
OXford 5-0500 


© @ 


Also Publishers of: 

INDUSTRIAL 

EQUIPMENT 

NEWS 

industry's “What's New” 
Monthly 
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Permit us to 


R-E-5 P 


Requests! A quiet Sunday 
morning program on KCBS 
has stirred up more than 
16,000 people in and 
around San Francisco. 
Enough to get them to send 
money. The show was “The 
Scotch Gardener” with Jim 
Kerr, sponsored by the 
Liquinox Company. An 
offer was made on the pro- 
gram to send listeners a 
small packet of seeds for 
10¢. Letters and dimes 
poured in for months. The 
sponsor raised the price to 
25¢ and the requests con- 
tinued to pour in from 33 
counties. That’s the way 
people respond to KCBS. 


Eye-opener! “One Deadly 
Drink,’ produced by 
WCALU in recognition of 
the 25th anniversary of 
Alcoholics Anonymous, 
produced an eye-opening 
response from listeners 
and critics alike. The N.Y 
Times called it “power- 
ful”; Variety, “intelligent 
and absorbing” and the 
N. Y. Daily News said it 
“proves that New York 
and Hollywood need not 
have a monopoly on im- 
portant contributions to 
broadcasting.” Audiences, 
actively responsive to pro- 
vocative programming, 
also respond actively to 
advertising on WCAU. 


Sponsors! The response of 
sponsors to a program 1s 
not unimportant toa radio 
station (or to other adver- 
tisers). As “The Jack 
Sterling Show celebrates 
its twelfth year on the air, 
it's many, many happy 
returns for Eastern Air 
Lines and the Franklin 
Savings Bank who have 
been sponsors since the 
initial broadcast. And for 
Pall Mall Cigarettes and 
Breyer’s Ice Cream who 
have been members of the 
family for over 5 years. 
This long, happy relation- 
ship is typical of the way 
sponsorsrespondtoWCBS. 


Postcards! Sure, the customers 
always write but what 
radio station gets 171,258 
postcards in one week? And 
from 42 states? In St. Louis, it 
could only be KMOX. Every 
year KMOX holds an annual 
Radio Week during National 
Radio Month. This year lis 
teners were asked to send in 
their names, addresses and oc 
cupations to be eligible for a 
daily drawing of 7 radios 
They responded at the rate of 
more than 24,000 pe: day! The 
customers always buy, too 
And with audience reaction 
like this, it’s no wonder that 
advertisers get swift, sizable 
results in response to KMOX 


KCBS...WCAU...WCBS...AMOX. 


RADIO SAN FRANCISCO 
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RADIO PHILADELPHIA 
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RADIO NEW YORK 


RADIO ST. LOUIS 


spell it out: 


O-N-5-E 


Offer! It isn’t a question 
of ‘“‘weather’’ Chicago's 
Showmanship Station gets 
results; often it’s a ques- 
tion of whether the sponsor 
can keep up with the de- 
mand. St. Paul Federal, 
now in its second year of 
garnering new accounts on 
WBB\sM, offered listeners a 
booklet, “Weather Whys.” 
This offer, mentioned once 
a morning for five succes- 
sive days, blew up a storm 
of requests running over 
1,000 per day. Another 
clear indication that the 
sales weather in Chicago 
is always bright because 
listeners respond to the 
live, listenable showman- 
ship programs on WBBM. 


.WBBM...WEEL...ANX!... 


RADIO CHICAGO 


Newest! Brand-new on the 
Boston scene, “Listen!” a 
program on WEEI Radio 
from 3:00-6:00 P.M. daily 
featuring Paul Benzaquin. 
Do people really listen to 
“Listen” ? Reprints of 6 well. 
known New England scenes 
by artist, Jack Frost, were 
offered to listeners at fifty 
cents a set. In the first « ouple 
of days over a thousand re- 
quests and fifty-cent pieces 
were received, Mail from the 
first program included such 
quotes as: “ ‘Listen!’ is what 
Boston radio needs today ‘i 
and “ ‘Listen!’ I'm going to 
... Around Boston, people 


act fast in response to WEEI. 


RADIO BOSTON 


Splendid! ‘This is a brief 
note of appreciation for 
the job that Mel Baldwin 
is doing for Super M vita- 
mins. This agency has 
never experienced such 
splendid personal cooper- 
ation and such gratifying 
results. Mel has gone 
through our laboratory 
twice and has a thorough 
knowledge of the product. 
He even answers inquiries 
from listeners personally 
and most important —he 
has increased our sales. He 
is a credit to KNX.” This 
letter from W. C. Beals 
Advertising, Inc. indicates 
that ad agencies as well as 
listeners respond to KNX. 


RADIO LOS ANGELES 
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Exciting programming! 
That is the basic reason 
for the exceptional audi- 
ence response to all seven 
of the CBS Owned Radio 
Stations. Only the C-O sta- 
tions can offer listeners in 
their markets CBS Net- 
work programming in ad- 
dition to their successful 
local shows. Now these 
local programs have added 
DIMENSION. This series 
of fascinating, entertain- 
ing vignettes-in-sound, 
conversation pieces by 
the outstanding people 
of our time, is yet another 
reason why more people 
listentoC-O programming. 
When people actively 
listen, they are more likely 


to hear your advertising 


message and respond on 


THE CBS OWNED 
RADIO STATIONS 


REPRESENTED BY CBS RADIO SPOT SALES 
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Winchester Rallies the Gals: 
‘Take Arms!’ 


We wouldn't fathom a guess about 
the shape of the world to come 
discovered that 
men are buying girdles in carload lots 
Now comes word that Winchester- 
Western Division of Olin Mathieson 
Chemical Corp. is making an all-out 


Just recently we 


attempt to get its guns into womens 
hands! 

Here's a company that should have 
been looked on as man’s last bastion 
in a world that, in reasingly, 1S being 
And it’s turned 
Over a year ago Winchester 
whose origin dates back more than a 


century to the introduction of the vol- 


taken over by women 
traitor 


canic rifle—got a bead on the fair sex 
After all, reasoned the company there 
ire more women than men; women 
control most of the country’s dough; 
They 
drive sports cars; they plunge into the 
One 


spac ec 


women have been “released.” 


pheres 


ocean's depths in bathys; 


of them has been tested for 
traveling. Why, Winchester wanted 
to know, shouldn't they play around 


with guns? 


> At that point the division launched 
a unique promotional drive with the 
aim ot capturing a larger share of the 
women's market. The campaign was 
called “Operation Man 7 rap,” 
delineated the quarry neatly, and pos- 


Ww hic h 


sibly put some very nasty ideas into 
the minds of spinsters It was a tie-in 
manufacturer, 
leading fashion merchandisers, a lead- 


ing < lothing 


mong the firearms 
designer, and Sports 
Illustrated magazine. And, notes W 
R. Kelty, Jr., divisional v-p for mar- 
keting, the campaign marked the first 
time that included in 
the total marketing plans of a com- 
pany manufacturing for men’s sports 

At that time Kelty had this to say: 
“Despite the fact that shooting is one 
of the safest of all sports and one in 
which 


women were 


vomen can compete equally 
with men without a handicap, it has 
benefited little 
post-war which 
leisure activities have become greatly 
expanded and diversified. The reason 
is that shooting is so traditionally 


relatively from the 


trend in women’s 
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thought of as a man’s sport, no one 
ever really sat down to do something 
about changing his concept in line 
with the changing patterns in living.” 

Winchester didn't just jump into 
things. It didn’t thrust into the soft, 
white hands, that supposedly had been 
rocking the cradle, a man-size gun and 
’ It carefully de 
veloped its Featherweight line of 
sporting firearms. And then—someone 
up there at Winchester knows his 
women—it retained John Weitz, the 
famous designer of women’s sports- 


say, “Go bang away.” 


wear and an expert on women’s mar- 
kets, to create a new wardrobe. This 
consisted of nine different basic cos- 
tumes with 20 interchangeable pieces 
Supposedly the little woman could 
feel correctly turned out for any shoot- 
ing occasion up to, and including, a 
wedding breakfast. 
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Under the auspices of Sports Hlus- 
trated, the Weitz collection was shown 
in a major store in each of ten cities 
And women began to turn the trick 
for Winchester. They bought the new 
(Some die-hards noted that 
thev bought the clothes first.) 

Anyway, the idea was such a bang- 
up success that Winchester has now 
launched the second phase of its cam- 
paign to get a gun into the hands of 
all able-bodied women. This phase, 
called “Don't Be Gun Shy,” 
plete presentation for use by women’s 
clubs. It is offered to clubs through 
Program Notes, a monthly brochure 
prepared by the National Assn. of 
Manufacturers and distributed free 


a 
guns 


is a CoMm- 


> In addition to a hunting film, the 
kit has speeches for presentation by 
club members outlining the basic types 
of shooting, the history of firearms in 
(from Pilgrim to Polaris 
good gun manners, etc 

There's even a section that tells the 
gals how to handle “the one that didn’t 
get away.” 


America 


This refers, not to men 
as you suspected but to birds It 
tells how to prepare, store and cook 
wild game, provides game recipes, 
makes the suggestion that readers have 
a club contest on cookery 

If all this green 
Winchester reminds you that Robin 
Hood’s companion in Sherwood For- 
est was Maid Marian; that Diana—to 
take it back a few centuries 
shipped by the Greeks and Romans 
as the goddess of the hunt 

But if you come home some eve- 
ning and find your helpmeet has a 
bead on you, look first at what she’s 
wearing before you scream for help. 
She probably only wants to show you 
her new shooting wardrobe. ® 


scares you pea 


was Wwor- 


Triumphs 
of an advertising 
decision maker 


RIDING THE “TAIL WIND” OF READER INTEREST 


By advertising in a Hearst Special Interest Magazine this media man harnessed 
a tail wind of reader interest that sent sales soaring. He presented his client’s 
product to an audience in the mood to buy—wasted no dollars on random readers. 
By pin-pointing prospects, his advertising budget bought more sales. 


HEARST magazines 


&- 13 keys to the special interests of 13 groups of people « « « American Druggist 
Bride & Home « Cosmopolitan « Good Housekeeping « Harper’s Bazaar e House Beautiful « Motor Boating 
Motor « New Medical Materia e Popular Mechanics e Science Digest e Sports Afield e Town & Country 
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I hate the cost of advertising. 


I also hate the cost of research, 
new equipment, packaging, salesmen 
and everything else it takes 


to make a profit these days. 


_% McGraw-Hill . 


McGRAW-HILL PUBLISHING COMPANY, INC., 330 WEST 42nd STREET, NEW YORK 36, N. Y¥. 


PUBLICATION s We 
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tomorrow's selling 


} 


Whit 


is here today 


in the LANCASTER / 
HARRISBURG / YORK market 


NGAL-TV 


This station with its multi-city coverage 


PERL ERBEBBT 
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; 
’ 


| 
pyerrrerereny 


looks to the future. It’s your profit buy 


j 


outstanding favorite in these three metro- " ~  P 
. re Stee ES 
politan areas, plus many other communities. , | 4s Neon 
: vein sabbaent 


for today and tomorrow, because it is the 


j 


} 


A LOOK INTO THE FUTURE 
Now in planning stage for Chicago's 
Loop is world’s tallest apartment 
house. 60-story twin circular towers 
are to contain 896 units; 900-car 
parking ramp to spiral first 18 floors. 


~2~ wanmiseurc | 
~ant ~ 


~ READING 


.126On 
a 


cuameses loves 


Lancaster, Pa. - NBC and CBS 


STEINMAN STATION 
Clair McCollough, Pres 


Representative: The MEEKER Company, inc. + New York «+ Chicago + Los Angeles + San Francisco 
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The Name Fad: A Budding Boomerang? 


What's in a name? According to many marketers, 
there's quite a bit; and the overwhelming numbers 
of products with fancy, high-sounding names that 
have recently hit the market place give weight 
to their opinions. Yet there is a better-than-even 
chance that the practice of hanging a trick name 
onto every product, model and sub-model around 
is beginning to do more harm than good 


Of course, products were given enticing names 
well before marketing itself was recognized. And 
there is every reason to believe that this will 
continue. But right now, it seems to have hit 
fad proportions. Here are a few of the reasons 
why marketers have flocked to the technique of 
fancy naming. All are good reasons when they 
aren't overworked: 


* Perhaps the best reason is that it lends a touch 
of glamour, prestige, chic, vogue, or what have 
you, to essentially mundane products. Modern 
marketing demands that practically every product, 
whether a mop, a toaster, an automobile or silver- 
ware, be “decorator designed.” This highly lauda- 
ble state of affairs, however, means that the beau- 
tiful product can no longer be expected to suffer 
under a designation like “model 103-A” or even 
“deluxe” or “super deluxe.” 


So the “Eldorado” gas furnace (Iron Fireman) and 
the “Capri” carpet sweeper (Bissell) and literally 
hundreds of other fancy-named everyday products 
are born. 


* Another popular reason for fancy naming is to 
lend “something special” to more costly products 
which are, to the untrained eye, indistinguishable 
at ten paces from products costing half as much. 
Two new tires may seem to be equivalent to the 
uninspired motorist, but when one is labeled 
“Suburbanite” (Goodyear) and the other is still 
a “tire,” the customer is indeed likely to become 
aroused. 


* Names must be created to distinguish among 
the flush of new (and similar) products that have 
entered the scene. Marketers could hardly be 
expected to promote names like “Procter & Gam- 
ble Number One, Two, Three, Four or Five” 
instead of “Ivory, Cheer, Dreft, Duz or Tide.” 


* Names are born to help the marketer convince 
the public that something is really new. The terms 
“all new” and “new formula” just don’t pack the 
punch they used to. So Philip Morris comes up 
with the “Philip Morris Commander” and the Bell 
System with the “Princess” telephone. All of these 
reasons—and more—are good ones. There is plenty 
of justification for hanging a good, connotative 
name on a product. But marketers too often ap- 
pear to get a little bit carried away. For one thing, 
there is a marked tendency to select a name that 
looks good, sounds good and has all the proper 
meaning—alone. Viewed alone with the product, 
it is a beauty. t 


Names Blend Together 


But when it is tossed into the marketing milieu, 
along with a welter of similar products and simply 
thousands of other style-name products of every 
description, it blends in like a chameleon. For 
example, it is possible to purchase a “Custom 
Imperial” washer or an “Imperial Mark XII” 
washer. The first is a Frigidaire, the second an 
RCA Whirlpool. And the demanding customer 
can also get a 4-wheeled “Custom Imperial” from 
Chrysler. 


Marketers also seem to get carried away in a sheer 
volume of trick names. The RCA Whirlpool 
washer is again an example. Recent advertise- 
ments tell prospective customers that the product 
features “Exclusive Surgilator agitator washing 
action” and an “Exclusive Magic-Mix Dispenser 
Filter,” not to mention the “famous Suds-Miser 
system.” And the “Dodge Dart Seneca” sounds 
like a whole garageful of automobiles. 
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_ Sr SIGNIFICANT TRENDS 
(continued) 


Although the name game can be exceedingly use- 
ful to the marketer, chances are good that before 
long executives will begin to find it can cause 
trouble, too. Here are just a few of the negative 
effects the catch-word names can have: 


* They can increase introductory promotional 
costs. It is difficult enough to teach the buying 
public about a new product, even if it has a fami- 
liar name. But when the model name is changed, 
the educational job becomes even tougher. Then 
it becomes necessary to pour extra money into 
promotion until the consumer is able to learn both 
the name and the product. For example, it is only 
logical that a few years ago the task of intro- 
ducing a new Buick under the well-known name 
of “Roadmaster” was a bit simpler than the more 
recent need to educate the public to both a new 
model and the new name for the costliest model, 
the “Electra.” 


* Even after the introduction, extra names water 
down the advertising. Hammering home a prod- 
uct story that is closely tied to a well-known brand 
name is not easy, and it becomes still harder when 
the advertiser (1) must cut down on use of brand 
name to include the model name and (2) must tie 
both names to the product story in the consumer's 
mind. The same is true of the so-called corporate 
image. Often, the stronger the model name, the 
weaker the basic brand or company name. And if 
the basic brand or company name is most familiar 
to the customer, the insistence on using the model 
name has a very definite diluting effect. 


This can be especially dangerous when the con- 
sumer must buy the product through franchised 
dealers. For example, the motorist might be com- 
pletely pre-sold on a certain winter tire, say a 
“Suburbanite” or a “Town and Country” or a 
“Trailmaker Silvertown”; but if he remembers the 
model name, and fails to remember that it is sold 
at his Goodyear or Firestone or B. F. Goodrich 
dealer's, the promotion is of little value. 


* A set of high-sounding names can easily confuse 
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values within a line of products. Once upon a time, 
the model with the fanciest name was the most 
expensive. The customer was urged by this very 
factor to trade-up his purchase from the basic 
model to the “super-duper deluxe.” The Cadillac, 
ultimate in prestige products, does that today with 
its “62” and “75” series system of enumeration. 
But others seem to have largely abandoned this 
merchandising tool. 


The previously mentioned Bissell carpet sweeper 
line affords a good example. There are three 
higher-price models: the “Flight,” the “Capri,” 
and the “Grand Rapids.” They are priced two 
dollars apart, and all are substantially different in 
appearance. But, for some reason, the exciting 
“Flight” and the exotic “Capri” are less expensive 
than the ordinary-sounding “Grand Rapids.” Other 
such examples of backward-naming abound. 


* Perhaps the most confusing aspect of the trend 
to naming everything is that, probably because 
of a lack of vocabulary, the names very often bear 
little connection with the product. And the same 
names pop up over and over again. (No one will 
ever know how many husbands, sent to the super 
market to buy “Dash,” have come home with the 
dog food instead of the detergent.) 


Soon, the shift away from arbitrary name coinage 
should begin. As the airwaves and pages get more 
heavily festooned with trade-marked names, a 
reluctance to add more is bowd to develop. Ob- 
viously, there will never be an absence of such 
names, and there should not be. But there will be 
a noticeable shrinking in their number. 


Used properly, they are excellent. The Philip 
Morris “Commander” name is one of the best of 
the new ones; it isn’t an overworked name, and it 
affords a peg for some “different” cigarette ad- 
vertising. Unfortunately, such names are the 
exception rather than the rule. Far too often they 
work at cross-purposes with the marketer by cre- 
ating confusion and anonymity where distinction 
was called for. 


Give FTD Flora-Cheques— 


the new flower gift certificates! 


Let your customers and associates select... 
« The flowers they want! 
« When they want them! 
« Wherever they are! 


Now you can give a floral gift and be sure 
it’s right! You give FTD Flora-Cheques. 
Your customers exchange them at any time, 
any place, for any flowers or plants they 
want. They’ll think of you at least twice— 
once when they receive their Flora-Cheques, 
and again when they’re choosing their 


flowers. You'll open their hearts to win 
their minds...and their orders. Flora- 
Cheques come in $5, $7.50 and $10 denomi- 
nations and are available at florists listed 
in the phone book Yellow Pages under 
“FTD-Florists’ Telegraph Delivery.’’ 
They’re redeemable at 11,000 florists in the 
United States and Canada and at 13,000 
shops abroad—wherever the Mercury 
Emblem is displayed! Have your secretary 
phone your FTD florist today. 


Something warm and human and wonderful happens 
when you send /lowers-by-wire . .. or Flora-Cheques! 


F.orists’' JELEGRAPH DELIVERY 


Sales Management 


This Emblem Guarantees 
Quality and Deliver y—or 


your money back 
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riday when Garry a 
nd their spec al brand 


ons of | 


of listeners 

jiately and im- 
mensely likable. No wonder sponsors find 
any friend of Garry's is a friend of theirs! 
In all radio Garry,Moore is the kind of 


company you keep 


Only 
onCBS 
Radio 
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BENRUS WATCHES DETROIT 


New York—A paternalistic compliment 
makes smart publicity for Benrus 
Watch Co., Inc. When Detroit came 
out with its rash of 12-month war 
ranties, Benrus ran an ad compli 
menting the car makers on the move 
and predicting that they would “reap 
rich rewards.” The ad went on to 
state that Benrus knew they would 
from its own experience, then re 
minded readers of its own startling 
}-vear unconditional guarantee which 
first appeared two years ago 


THOSE EXOTIC U.S. DISHES 


Munich, Germany — American proc 
essed-food makers are turning the 
tables on Europe's gourmets. Ger 
manv’s reaction to American foods 
sampled at the U.S. Exhibit at IKOFA 
Fair is “Wunderbar.” Sponsored by 
the U.S. Dept. of Agriculture and 
independent agricultural, food trace 
and food manutacturing groups the 
exhibit has been uncovering remark 
able potential markets for American 
“convenience” foods. Readv-to-serve 
dinners excited great interest, for ex 
ample, and after sampling various 
cake mixes, individual buyers stocked 
up on as much as $5.00 worth of 
their favorites 


LOCAL BOYS MAKE GOOD 
Brasilia, Brazil — U.S 
may find 


merchandise 
markets getting 
tighter because of homegrown com 
petition. For example, when Sears 
Roebuck and Co. went into Latin 
America after World War II, it was 
selling American goods. Todav, 99% 
of all the merchandise Sears sells in 
Brazil is made or assembled in Bra 
zilian factories 


overseas 


ind similar situations 
prevail in Mexico and Colombia with 
97% of all the merchandise sold there 


LET'S TRAIN CONSUMERS 


Los Angeles—More companies are let 
ting the sales 
meetings. American Motors Corp. pre 
sented a half-hour telecast beamed to 
Southern California Rambler dealers 
over a commercial TV station recently 

Last vear, Ideal Toy Corp. did the 
same thing in the New York area. It 
cost the tov company a total of $10 

000, but some 5,000 retailers plus an 


consumer sit in on 
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estimated 350,000 consumers saw the 
show. Chevrolet later picked up the 
idea and showed new models to deal 
ers on a weekday morning 


WHO'S WHICH? 


Spokane — A preview of the trouble 
that even a big company like IBM 
may have keeping its identity clear 
was given recently in The Spokesman 
Review. As often happens with a 
company that has been dominating an 
industry for a long time, Dictaphone 
Corporation's brand name is fre- 
quently with the generic 
term — dictating machines. The Re 
view’s story on IBM’s entry into the 
dictating machine industry was head 


lined “IBM Dictaphones.” 


confused 


GOOD PACKAGING 
GOES ANYWHERE 


New York — Usually an item that the 
likes to handle before he 
buys, a hammer is the last thing one 
might expect to see in a package. But 
Olin Mathieson’s Ramset 
System is now packaging its new ham 


customer 


Fastening 


mer, incorporating it with a counter 
display that is both attractive and 
It follows the 
Plumb, In« 


hammers axes 


functional in concept 
example of Favette R 
maker of 


long-time 


and other tools, and a company that 
has been packaging the higher-price 
hammer in its line for some time 


THEY'RE NOT WORRIED 


New York — Crepehangers not with 
standing, a American 
manufacturers look forward to better 
business in 1961. National Industrial 


Conference Board's business expecta 


majority of 


tions survey reveals that a large num 
ber of the 173 manufacturing com 
panies questior ed displaved more 


optimism than they did in the fall of 


on the MOVE 


1957 when we were entering a re- 
cession. Four out of ten anticipate 
that new orders and pre-tax profits 
will increase in the first six months 
of 1961] relative to the same period 
in 1960; one out of four thinks they'll 
remain the same, and one-third said 
that they expect a decrease in new 
orders and profits 


MONTHLY INSPIRATION 


Chicago—Latest addition to the “month 
club” fad is the Businessmen’s Record 
Club. Each month, National Research 
Bureau records an inspirational or in 
formative speech by a leading busi 
nessman on such topics as selling 
products, telephone selling techniques 
and getting along with people. The 
current selection is by Arthur H 
Motley, president of the U.S. Cham 
ber of Commerce, entitled: “Nothing 
Happens Until Somebody Sells Some 


thing 


SALESMEN BEWARE 


Fort Worth — Over 200,000 full-time 
insurance salesmen in the U.S. are 
probably wondering what effect the 
new life insurance vending machines 
World Life 
Insurance recently joined nine other 
companies in selling life and accident 


will have on thei: jobs 


insurance through drugstores, super 
markets and filling stations in the 
same manner that flight insurance has 


been sold in air terminals 


STYLISH CAR BONNETS 


Flint, Mich. — In a real bend-over 
backwards attempt to get the distaff 
car market, Buick has finally reached 
the ultimate in conspicuous consump 
tion. Madam may now color her con 
vertible top to match her dress. Polka 
dots, pleated linen, and baby hounds- 
tooth are some of the fabric patterns 


Buick custom-makes tops out of. They 
can be snapped on or off easily, as 
Buick puts it, “without even risking 
vour nail polish.” 


WANTED: A NEW IMAGE 


New York — The ominous advertising 
silence from Liggett & Myers on Duke 
cigarettes led speculators to assume 
that the Duke was dead. But the 
L.&M spokesman says it’s not so 
The filter tip was originally billed as 
a “healthy” cigarette, and all its ad- 
vertising is keyed to that sales appeal 
But due to a verbal agreement made 
bv cigarette manufacturers with Uncle 
Sam, the industry will steer clear of 
“health” appeals. With no _ other 
image to project to the public yet, 
L & M has stopped advertising Duke 


cigarettes 


FACTORY-BUILT HOMES 


Saginaw, Mich. — The latest item off 
the assembly line for the American 
Unlike pre-fabs 
the houses mass produced by Guerdon 
come off the lines 
in two half-sections, complete with 
plumbing, heating and electrical com- 


COnSUMCT Is a h suse 


Industries, Inc 


ponents installed, with roof covered, 
ceilings finished and door and window 
trim complete The sections are trans- 
ported to the building site by trailer- 
type lowboys and erected in two 
working davs, eliminating the build- 
ers expensive weather problems 


AMF GOES GOLF 


New York — The attractive growth of 
golf equipment sales ($30.7 million to 
$79.1 million in ten vears) drew 
American Machine & Foundry Co 
into the industry. With its recent pur- 
chase of Ben Hogan Co., fully 50% 
of AMF activities are now in the lei- 
sure market 


NEW TRAINING AID 


New York — Borg-Warner Corp. is 
using a new sales training aid worth 
noting. It’s an electronic device, called 
Duo-Pic, made by Carter & Galantin 
Corp., which synchronizes sound mo- 
tion pictures and slide films in presen 
tations combining both techniques 


Sales Management 


THE 
WORLD 
TONIGHT 


This penetrating nightly report has been 
named radio’s most outstanding news 
presentation in a 1960 Peabody Award. 
It typifies the caliber of news on CBS 
Radio, from World News Roundup each 
morning, on through the day and eve- 
ning—made possible by the ablest staff 
of reporters in radio. In all radio the 
World Tonight is the kind of company 


you keep ON LY 
ON CBS 
RADIO 
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This new 
National 

Yellow Pages 
Service 

is the last link 

in our marketing 
chain... it'll sell 
our prospects 
right before 
they buy! 


eeeeeeeeeeeeeeeeeeeeeeeeeeeeeeesceseeese 
Seeeeeeeeseesee eeeeseseseseseseseseseee® 


Ad Megr.: Well, it’s our one sure way of selling 
prospects at the point of decision — and moving 
them to our point of sale. 


MXTG.DIR.: Use the Yellow Pages to sell? 


Ad Mgr.: Right! New NYPS lets us tell people 
why to buy as well as where. We can now run 
the same kind of selling advertising in the Yellow 
Pages as we use in other media, and reinforce 
our selling message when people are ready to buy. 


MEYG.DIR: But what about our tricky market- 
ing set-up? 


Ad Megr.: With NYPS, we can buy ads in any 
combination of over 4000 Yellow Pages direc- 
tories across the country. 


METG.DIR.: Do we need 4000 directories? 
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TELL ME MORE % 


eeeceeeee 


Ad Mgr.: Probably not. We buy only as many 
directories as we need to cover our market, 
There’s no waste circulation. 


MWKTG.DIR: Sounds good. Let’s move on it. 


Ad Mgr.: We are — the NYPS rep and the agency 
are working on a plan right now! 


ONE CONTACT/ ONE CONTRACT/ ONE MONTHLY BILL 


For details contact your NYPS representative 
through your Bell Telephone office. 


Sia LETTERS TO THE EDITORS 
esta ——— | seen 


the whole of ‘marketing’ 


Warwick Carpenter's definition of 
“Marketing” in your Nov. 4 “Notes 
from the Editor's Side Pocket” makes 
a lot of sense 

{“Marketing implies integration of 
all functions in moving any type of 
goods or services from the planning 
stage of production to the final user 
and at a profit.” 

Would it not, however, be strength- 
ened if he left the “r” off the word 
‘user,” thus implying the inclusion of 


post-sale service? 
Jack MILNE 


Manager, Research Dept 
MacLaren Advertising Co. Ltd 
Toronto, Ont., Can 


I like Warwick Carpenter's new 
definition of marketing, but I think 
it falls a bit short. A very definite re- 
quirement of marketing is “planning.” 

I should like, therefore to submit 
our own entry in the “Marketing Defi- 
nition Derby” 

“Marketing is the planned process 
of bringing goods to the consumer at 
a profit to the maker and distributor.” 

The three pillars of the marketing 
structure are: “People, Planning and 
Profit.” All three are essential 

By the way, isn't it high time the 
people in the Government who have 
so much to do with business learn 
something about the marketing con- 
cept? 


Josern Lorin 


Vice President 
Grey Advertising 


New York, N. ¥ 


first-grader prospects 


In vour Oct. 7 “They're in the 
News,” I note an interesting article by 
William N. Brown. V-P and GM for 
Remington Rand Portable Typewriter 
Division 


Mr. Brown predicts that in five years 
first graders will be writing on type- 
writers. This may very well be the 
case, but I venture the prediction that 
they will be copying from tape re- 
corders on which they have first re- 
corded their school and/or homework 

The present day transistorized 
camera-size tape recorder is fast be- 
coming as necessary to the classroom 
as the blackboard and chalk. With 
the aid of tape recorders, 50 or more 
pupils in one class can each receive 
individual tailor-made instruction 
Once on tape, the daily lesson can be 
repeated as many times as necessary 

In higher education, the tape re- 
corder will permit the college or 
graduate student to keep the “meat” 


of an entire semester for review, prior 
to examination 


Jack H. Bencman 


Sales Manager 
Matthew Stuart & Co., Inc 
New York, N. Y 


compact economizing 

We were very interested in your 
comments in “Notes from the Editor's 
Side Pocket,” Oct. 7, regarding the 
possible savings that may be realized 
in purchasing compact cars as opposed 
to the larger standard-size models 
Specifically, you mentioned a savings 
of “perhaps $1,000 and. about $200 in 
gas.” 

This is a subject of vital concern to 
us and to our clients, and we would 
very much appreciate knowing the 
background figures you used 


Joun M. Bonp 


Editor 
Peterson, Howell & Heather 
Baltimore, Md 


& Perhaps some of our subscribers 
will care to share with Mr. Bond their 
cost figures on compacts. The SM 
estimates were rough ones, based upon 
averages in new-car costs, large vs 
compacts, and figuring gas savings on 
the basis of 25 miles per gallon vs. 15 
for 20,000 miles, and standard gas as 
against half standard, half premium 


experts name expert 


We have just read the article on 
direct selling in your Oct. 21 issue 
{“Now, Can Door-to-Door Selling 
Perk Up Your Profit Picture?”} 

We were certainly pleased to note 
that you were able to make contact 
with Professor Albert Haring to author 
the article. He is one of the few peo 
ple capable of writing accurately on 
the subject 


]. M. Geonce 


President 
National Assn. of Direct Selling 
Companies 


Winona, Minn 


travel widows 


Subject: “What's Business Travel 
Doing to Wives?” [SM Oct. 21, 
Nov 4) 

All business travelers owe you a 
vote of thanks. 


Frep ScHUCHMAN, JR 


Vice President, Sales 
Homestead Valve Mfg. Co 
Coraopolis, Pa 
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IN INDUSTRY 
PROGRAMS 


a measure 
tne, public 


need to 


PLUMBING- 
HEATING- 
COOLING 
INDUSTRY 


What earns a business publication the 
reputation “first in its field"? What's the 
connection with your advertising? One 
answer: strong, well-directed effort in be- 
half of its industry plus outstanding 
response from your best prospects! 


One publication in this field is consistently 
first, creating industry action where most 
needed. Domestic Engineering's 40-man, 
$30,000 Bay City Survey is just one example 
of award winning DE industry programs. 
The fantastic modernization potential un- 
covered by the Survey revolutionized the 
industry's approach to profits. The “how 
to do it" follow up in DE’s National “BIG 
PUSH" Modernization Sales Contest pro- 
duced more than 20,000 examples of 
merchandising and management methods 
in elaborate contractor entries! 


Connection with your advertising? DE's 
programs seize the imaginations of your 
best customers-prospects. They pay to 
read DE, act when it's time for action! 
lf you want real, live readership of your 
ads by the contractors most likely to buy 
your products, your ads belong first in 
Domestic Engineering in the p-h-c field. 


CONSULT YOUR ADVERTISING AGENCY 


DOMESTIC 
ENGINEERING 


And the Journal of Mechanical Contracting 
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BY HARRY WOODWARD 


Philip Morris’ Overseas Puffs 


A scant five years ago Philip Morris 
Inc. sent up a smoke signal of warn- 
r cigarette makers: It called 

Philip Morris Overseas, 
“coordinate and consolidate 
Philip Morris’ 


\ rid wi le yverseas operations “f W ith 


formed t 


rapidly expanding, 


each passing year the signal has been 
clearer: In '59, the Overseas Division 


igain reported an increase in its ex 
port business with a net income gain 
yf 15% over the previous year. Re 
ently George Weissman was elected 


chief 


executive officer for the overseas oper 


chairman of the board and 


itions. Weissman is a marketing man: 
Said Joseph F. Cullman, 3rd, PM’s 


resident: “[His] proved abilities in 


} 
; 
t 


he general marketing area make him 
ideally suited to further develop the 
great potential of our Overseas Divi- 
sion. We are, 


today, in successful 
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operation around the world and plan 
to intensify our expansion program 
Weissman, a 
native New Yorker and "39 graduate 


internationall\ 


of the City College of Business, came 
to Philip Morris in 1952 after four 
years as a public relations consultant 
to the company. The following year 
he was elected a v-p, became active 
in the company’s packaging, market 
research and new products programs 
In 57 he was named director of mar- 


The Dodge in Colgate’s Future 

Sherwood Dodge washes his hair 
with Halo or Lustre-Creme, grooms it 
with Wildroot Cream-Oil. He shaves 
with Colgate shaving creams as a 
base; he stays fresh with Veto and 
smells nice because he uses Cashmere 
Bouquet Tale. He's a Colgate man 
He is, in fact, Colgate-Palmolive Com- 
pany’s new v-p and director of mar 
keting for the Toilet Articles Division 
Dodge’s background has been adver 
tising and public relations (with Ed 
ward L. Bernays he wrote “The En 
gineering of Consent,” which explored 
p.r.). Colgate brought him in from 
Warwick & Legler, In 
was v-p for marketing 


where he 
Earlier he 
served as executive v-p of Fletcher 
D. Richards, Inc., and as national v-p 
in charge of marketing for Foote, 
Cone and Belding, Inc. He’s coming 
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keting 
that the best way around restricted 


Philip Morris has learned 


tariffs against American-made _prod- 
ucts overseas is to establish local 
manufacturing operations. PM's Ben- 
son & Hedges, for instance (acquired 
in 58), will soon start making cigar 
ettes in a new factory built to service 
Marl- 
boros are made and sold in Panama 
and Switzerland. The pattern repeats 


the entire Canadian market 


almost everywhere PM operates 


into a healthy company: Colgate’s 
consolidated net income in 1959 was 
better than $25 million, as compared 
with $21 million in ’58 


will be responsible for the planning 


Dodge 


and direction of advertising, promo- 
tion, merchandising, sales and distri- 
bution activities for all of Colgate 
Palmolive’s toiletries. . . . A graduate 
of the University of California, he’s 
i director of the Advertising Research 
Foundation, past president of the 
Research Council. He thinks 


like a marketing man whose back 


( OPpy 


ground clearly shows the adman be 
neath. His experience in advertising 
has honed up his understanding of 
why people buy and the appeals that 
are needed to make them ask for, say, 


Halo instead of Brand X. 


marketing man who'll raise a strong 


He's one 


voice in his company’s ad plans! 


EXTENSIVE TESTING IN ACTUAL FIELD USE 


PROVES ’61 LARK 


PERFORMABILTTY 


THIS IS WHAT THE FIELD MEN REPORTED— 


“Immediate response to acc eleration” 


“Good hill climbing” 


“Very little steering effort on twisting mountain roads” 


“Good solid feeling ...no squeaks or rattles” 


“Excellent maneuverability and directional stability” 


“Easy to get in and out of” 
“Good headroom” 


“Parks easily” 


“Good in traffic, and stop-and-start driving” 


MILEAGE 22% BET TER—OIL CONSUMPTION ZERO 


Certified by United States Testing Company &) 


ia 7 (_) Have a factory representative call me for an appointment 
rH << 


BY STUDEBAKER 


PS: The best trucks for your business are built 


by Studebaker—' 


¢ to2 Tons heavy duty! 


‘61 Lark in four large blue-chip fleets. Several differ- 
ent drivers in each fleet averaged 304 miles apiece, on 
their regular routes. 

Their reports cover the new 112 HP Skybolt Six 
engine (20-25%, better mileage), new suspension and 
steering (30°, easier), new bonded brakes (up to 100°, 
longer wear). But there are over 50 improvements in 
all contributing to ‘61 Lark Performability, You have 
to drive it to believe it! Phone your dealer today for a 


road test ...send this coupon for full information! 


Fleet Sales Division, Studebaker-Packard Corporation, South Bend 27, Ind. 
C) Send us informative literature only 


TITLE 


COMPANY 


ADDRESS 


~ $M 12-60-F3 


Where America shops for 


Better Homes and Gardens. 


NOW 5 EDITIONS AND OVER 5,000,000 COPIES EVERY MONTH 


ideas 


that make SALES 


family IDEA magazine 


Ideas from the pages of BH&G turn dream houses into realities—and that means sales! 


Run your eye over the table of contents in a typical 
issue of Better Homes and Gardens. The variety is 
wide, the boundaries apparently limitless. But under 
lying every article, every picture, is a unifying motif 
An implied question that is always answered: “Do you 
want to live better? Here's how!” 

Month after month, nearly sixteen million men and 
women thoughtfully and happily study Better Homes 


ra 


» 


am 
P 
= 


2A 


— 
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and Gardens for ideas they can adopt in their family 
living. During the year, a third of America—the top- 
spending, family-centered third—looks to BH&G for 
ideas about things to make or to do or to buy. Ideas 
seem to work harder in Better Homes and Gardens 

and that goes for advertising ideas, too. Meredith of 
Des Moines America’s biggest publisher of ideas 


for today’s living and tomorrow’s plans 
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where things are happening to keep 
business good...and make it better! 


All around Tacoma, everywhere you 
look, new homes are springing up— 
housing projects soon to be embel- 
lished with shopping centers, schools, 
churches. Things are happening in 
Tacoma, to keep business good and 
make it even better. Building permits 
ran well over $45 million this past year. 


So, when you’re planning a promotion 
—think twice about Tacoma. First, as 
a separate metropolitan area, vital to 
the total economy of the Puget Sound 
Circle. Second, as a market which can 
not be covered by any outside news- 
papers. Proof? Ask the man from 
Sawyer -Ferguson-Walker Company. 


The TACOMA NEWS TRIBUNE now delivering more than 85,000 daily 


-Si 
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The Spreading 


Epidemic 


ONDAY MORNING'S mail at 
M the Big Deal Foundry brought 
in a routine purchase order. The 
Hand-to-Mouth Machine Co. wanted 
three widgets and two zidgets. Total 
sewn $7.63, right out of the cata- 
ogue. 

The order was processed routinely 
—through the normal procedures of 
accounting, billing, asllionitias pack- 
aging, shipping. Big Deal even paid 
the freight, and its salesman got his 
commission. 

Five Monday's later Hand-to- 
Mouth’s check arrived—$7.63, pay- 
ment in full. It too was handled per 
usual. 


> That small order cost Big Deal 
exactly $6.72 above and beyond the 
price to the customer. The total cost 
of filling Hand-to-Mouth’s order was 
actually $14.35—and $8.55 of that 
represented the cost of processing the 
order. In fact, most of that $8.55 rep- 
resented a fixed cost—one that ite 
remain much the same for a sale of 
$7.63 or even $763.00. 

Like it or not, Big Deal's sales v-p 
had just been the victim of a profit- 
eating small order. 

Today, small unprofitable orders 
are becoming a colossal headache for 


=~ 


‘SMALL ORDERS’ 


That purple profit eater—the small order pest—is on the move 


again. At a time when profit margins are slipping, the costly 


small order is multiplying at the hands of cost-conscious cus- 


tomers. 


the sales executives of many com- 
panies. 

The typical situation: The com- 
pany’s profit margin is at the lowest 
level in several years. Both fixed and 
variable costs are rising across the 
board. Selling costs have got to be 
cut. 

At the same time the small order 
has nibbled away at the level of profit- 
ability. It has grown up—and has 
gotten fatter every year. Where a com- 
pany, for example, would have taken 
a loss on any sale under $15 ten years 
ago, rising costs have pushed the min- 
imum up to $25 today. 

This profit eater has put many a 
sales exec in something of a classic 
dilemma: whether to accept it, and 
probably suffer a loss of profit; or to 
refuse it, and risk the loss of a cus- 
tomer 

A “small” order means different 
things to different companies. Some 
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Quickly, diagnose the ailment, and take the cure 


firms define an order as small if the 
cost of processing it reduces the usual 
profit margin substantially. In others, 
it’s an order that can be filled only at 
a loss, or one that falls below a cer- 
tain minimum dollar level or mini- 
mum number of units. 

But the seriousness of this wide- 
spread situation cannot be overlooked. 
To many a sales exec, the small order 
is a problem that is crying for a solu- 
tion. Too many of these infernal profit 
eaters are ganging up to knock down 
his total profit margin. And, with most 
of his customers concentrating on cut- 
ting their own costs, the supplier's 
sales exec often has to sit and watch 
the number of small orders rise higher 
and higher. 

These troublesome orders take many 
shapes. Some are bona fide orders that 
must be filled—for replacement parts, 
or in emergencies. Others, too, are 
deserving—trial orders that could lead 
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The Spreading Epidemic of ‘SMALL ORDERS’ 


to bigger sales, or ones from small ac- 
counts with growth potential. 

On the other hand, many pint-size 
orders represent hand-to-mouth buy- 
ing, slipshod purchasing, a customer's 
oversight, or the balancing of an in- 
ventory at a standard level. Some- 
times they're from small accounts that 
will probably be small forever. 

All these different kinds of small 
orders can combine to form a costly 
problem for many a sales executive. 
It is a problem that he can do some- 
thing about, although there is no 
single ideal solution that every com- 
pany can adopt. 


> The first step is to define the small 
order problem—to measure it, qualita- 
tively and quantitatively; to determine 
just how serious it is, how much dam- 
age it's doing to company profits. 
The tools are available today to do 
this job. A sales analysis and a dis- 
tribution cost analysis will draw an 
accurate picture of the problem. 
These studies will pinpoint the 
number and volume of small orders; 
the customers responsible; the fre- 
quencies and types of the orders; the 
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(continued) 


products, sales districts and salesmen 
involved. These analyses will break 
down the distribution costs so the sales 
exec can put his finger on the profit- 
robbing orders—by dollars, units, and 
products. 

Now the sales manager knows 
exactly what he has to cope with. He 
is in a position to make a sound deci- 
sion and determine effective policies 
and practices for handling small or- 
ders at a profit. He can decide which 
orders and accounts should be en- 
couraged or discouraged, as well as 
the ones that will have to be tolerated. 

With such a realistic picture of the 
problem, he can measure its true seri- 
ousness. He doesn’t have to be con- 
tent with cursing small orders and 
hoping they'll go away, for he can at 
last take specific steps to deal with 
them effectively. 

The sales exec can work in two 
broad areas in his drive to eliminate 
profitless orders. First, he can take 
several steps to reduce the total num- 
ber of small orders that his salesmen 
write. Next, he can employ several 
ways of cutting the over-all cost of 
filling small orders he does accept. 
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Let's take a look at each of these 
areas and see what some companies 
are doing to turn small orders into 
profitable ones. 


@ The surest way to reduce the 
number of unprofitable orders is to 
draw a line at a certain minimum— 
in dollars or units. All orders below 
that minimum are refused—politely, 
promptly, but firmly. 

Many companies have this policy 
on their books, but it doesn’t always 
work out that way. A good customer 
can often get special treatment under 
certain conditions. 

More dangerously, such an inflexi- 
ble policy can backfire, particularly if 
the competitors are willing to accept 
small orders. It could drive away de- 
sirable customers and result in con- 
siderable loss of profitable business 
and good will. 


¢ Another way to control small or- 
ders is “to use price differentials—a 
method employed by Warner & 
Swasey Co. I. T. White, manager, 
construction equipment sales, employs 
“the best control we have—the option 
of cutting distributor discounts when- 
ever they order for direct shipment. 

“For example, our normal discount 
on repair parts is 30%. However, if 
we receive repair parts orders for di- 
rect shipment, the discount is cut to 
15%. This has a great tendency toward 
convincing the distributor to keep his 
stock at a level where he can fill 
small orders for us.” 


© The sales exec often uses price 
as a weapon to stimulate larger orders, 
and thus more profitable ones. Bas- 
ically, this approach is to offer lower 
prices per unit for the larger orders, 
but several variations of this theme 
are used, 

There are allowances or bonuses for 
the big-volume orders, and, on the 
other hand, “extra” charges added to 
the price list for smaller orders. In 
any case, where price is employed for 
the first time as a buffer against a 
tide of small orders, especially when 
a form of differential pricing is linked 
to order size, it is wise to employ 
legal counsel in measuring the struc- 
ture against the requirements of the 
Robinson-Patmay Act. (See our fea- 
ture, “Are Your Volume Discounts 


Illegal?” June 3, page 33.) 


e Few companies actually work at 
reducing their customer lists. There 
is, however, good sense in constantly 
re-evaluating each customer in terms 
of his potential to the company. 

Leonard W. Gopp performs this 
task once a year. As vice president, 
sales, for the Agricultural Chemical 
Division of International Minerals and 


Chemical Corp., he presides over the 
annual contract-time meeting during 
which all orders are reviewed. 

At this meeting, says Gopp, “we 
have district, regional and local sales 
managers. Each customer company is 
discussed in relation to its total oper- 
ating ability and its market potential 
in an effort to find out what services 
and sales attention it will need dur- 
ing the coming year. The result is a 
workable schedule involving time al- 
lotment for each customer. We've cut 
down on expensive wasted time spent 
on smaller accounts.” 


© On a less formal level, some 
companies merely require their sales- 
men to periodically review their cus- 
tomers’ buying habits with an eye to 
recommending order amounts reason- 
able and economical for both the cus- 
tomer and the supplier. 


® The salesman can be by far the 
most important and most effective 
means of reducing the number of 
costly small orders. A strong selling 
effort can encourage larger orders and 
can discourage smaller orders without 
a loss of good will. The salesman can 
often show how it is to the customer's 
advantage to order in larger quanti- 
ties on a periodic basis. 


Once a small order goes on the 
books, the sales exec can still do sev- 
eral things to reduce the cost of han- 
dling the order. A number of com- 
panies have tried to reduce adminis- 
trative order processing costs across 
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the board. Such iterns as shipping, 
invoicing, handling and collection pro- 
cedures come in for close scrutiny. 
Other firms concentrate on eliminating 
the one phase of processing that adds 
the most cost. 

The main advantage of a tangible 
cost reduction in this area is the fact 
that the problem is solved without the 
need for limiting order size or other- 
wise endangering customer relations. 
Note these typical ways of cutting 
small order costs: 

Where packaging is flexible, the 
minimum-size package is enlarged, 
automatically increasing the smallest 
orders. Or, where it is desirable to 
adapt to an increased flow of small 
parts or product orders, the package 
can be reduced to a size more in line 
with the usual small order quantity. 
On occasion the profitless small order 
items are dropped altogether from the 
product line. 

A savings is often realized by com- 
panies that make no charge for an 
order under a certain amount. This 
removes the necessity for billing and 
accounts for the savings. In this case, 
there is also a corresponding increase 
in good will, often a factor in offset- 
ting a small order profit loss. 

When it comes to warehousing and 
shipping, cost of processing a small 
order is reduced by placing adequate 
stock in field storage, from which 
point shipping costs are materially re- 
duced. Then, minimum-size orders are 
often lumped together in an effort to 
get lower rates. 

Some companies carry small order 
cost reduction back to the manufac- 
turing phase by gaining assurances of 
repeated orders from as many of their 
customers as possible. If the produc- 
tion run can be substantially increased 

(continued on page 86) 


December 2, 1960 31 


What's the Greatest Satisfaction 


Arthur Connolly, 
General Sales Manager 


Simoniz Co. 

My greatest satisfaction? Creating 
a solid marketing program that is re- 
ceived by the trade with open arms. 
A plan they really welcome as an aid 
in doing their job. A sort of bonus 
satisfaction here, of course, is the 
strengthening of the Simoniz image, 
in the distributor's eyes, as a company 
that understands his business. 

I've had very strong feelings about 
this business of creating a workable, 
down - to- earth marketing program 
right from my days in the field as a 
line salesman. All too often I heard 
impatient buyers describe various sales 
campaigns or merchandising pro- 
grams as unrealistic, and they charged 
this fact to a lack of understanding 
on the part of the manufacturer. 

I think that producing a campaign 
with which the trade can sell effec- 
tively is particularly satisfying to me 
because of those very years in the 
field. I always hoped that I would 
have the chance to fit a manufactur- 
ers sales effort to the needs of the 
trade. 

I also believe there are few sales 
executives who fail to gain great per- 
sonal satisfaction in watching the for- 
tunes of their company move ahead 
—particularly when they realize the 
vital role played by marketing. 

As a sales manager, I was con- 
cerned with the direction of the field 
sales force as well as with implement- 
ing the division’s sales program. Now, 
as gsm, I have the opportunity of 
participating in marketing decisions as 
a sort of liaison between our custom- 
ers, sales forces and management. 
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Jack Thomas, 
V-P Sales, Bowling Division 
Brunswick Corp. 


I used to sell bowling lanes as a 
field salesman and my greatest thrill 
was to see a thriving bowling installa- 
tion making money where nothing 
more than a vacant lot had existed a 


-few months before. 


As a sales executive, I receive the 
same kind of satisfaction from taking 
a marketing idea from the ground up 

seeing it work and flourish. When 
everyone is making money in the 
bowling business, the original market- 
ing program had to be right. 

Of course, engineering, production 
and manufacturing executives receive 
satisfactions from their jobs. I’m sure 
the success of the automatic pinsetter 
has been a source of great satisfaction 
to our technical people. But in mar- 
keting we have to work with unde- 
fined ideas, imagination and creativ- 
ity that can’t be slide-ruled into action 

It's a gamble, but one which is 
based upon extensive marketing ex- 
perience. Most of the time the mar- 
keting plan works, then, occasionally, 
it doesn’t. 

I always get a lot of satisfaction 
out of a team effort, such as we have 
here at Brunswick. 

Our biggest challenge in the future 
is to develop bowlers for our custom- 
ers’ new bowling lanes. You might 
say we have to find customers for our 
customers. It’s a case of building a 
market because when our customers 
profit, so do we. 

As that market does grow, and cus- 
tomers do profit, a marketing executive 
receives a very keen satisfaction from 
his part in their success. 
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James W. Woodward, 
General Marketing Manager 
The Reuben H. Donnelley Corp. 


The fact that I am able to do my 
job with a free rein on creativity and 
imagination—that’s my greatest satis- 
faction! 

[Woodward is concerned with 
bringing buyers (pgactically every- 
body) and sellers (the 293,000 busi- 
ness advertisers and prospects in the 
Illinois-Cincinnati territory) together. 
This meeting takes place in the classi- 
fied telephone directory.] 

We must have this kind of freedom 
of activity in order to adequately meet 
constantly changing pusslation shifts 
and buying and shopping habits, as 
well as a steady change of businesses 
We must keep tabs on 
this ever-present movement by adjust- 
ing our services and adapting our pro- 
motional efforts accordingly. 

The fact that sales and marketing 
executives are not confined to certain 
prescribed operational procedures 
means that we do have this free rein 
to create as we see fit. If imagina- 
tion —— a completely new ap- 
proach to a marketing problem, and 
our judgment tells us it will do the 
job, we move ahead with it. 

Actually, restricting the sales ex- 
ecutive’s right to go in any direction 
he believes will sell the product is 
going to work to the detriment of the 
company. 

Even though, during our 75 years 
of publishing directories our product 
has been well accepted, we must find 
new and different ways to sell it, and 
unhampered — and imagina- 
tion will accomplish the job. Tnerein 
lies my greatest satisfaction. 


Im Our area. 


in Being a Sales 


Robert E. Johnson, 
Sr. V-P Sales and Advertising 
United Air Lines, Inc. 


How about a 2-part answer to that 
question? Selling within this unbeliev- 
ably dynamic business is my greatest 
From a $1,000 annual 
compiled by one of 
predecessor 


satistaction 
sales figure 
United's companies in 
1926, the company has come to ap 
proximately $400 million in sales 

Of course, the jet liners are pro- 
ducing the greatest advance and chal- 
lenge of any period in our history 
It's interesting to note that every time 
we increase the speed of our airplanes, 
the business grows. I gain a tremen- 
dous amount of personal satisfaction 
out of promoting the improvement of 
an already marvelous product the jet 

These big jets are still just under 
the speed of sound. Imagine the mar- 
keting challenge and satisfaction of 
supersonic passenger jets’ flying be- 
tween 1,000 and 2,000 miles per hour 

My second greatest satisfaction as 
a sales executive is one about which 
you are probably quite aware. You 
know, a sales executive cannot merely 
tolerate people, he has to really, and 
I mean really, like working with them 
He must derive an active satisfaction 
from these relationships ( ertainly, I 
do feel this satisfaction and, if there 
is any satisfaction which should be 
common to everyone in marketing 
management, this is it! 

Let me say that directing sales dur- 
ing the exciting years just concluded 
has been keenly satisfying to me. But 
future marketing challenges in the air- 
lines business will provide personal 
and professional satisfactions beyond 


belief. 


Geddes W. Carrington, 
V-P for Marketing 
Morton Salt Co. 


I came up through the advertising 
side of the business and my con- 
tinuing and certainly greatest satisfac- 
tion as a marketing executive is the 
fact that you receive the same kind 
of creative gratification from this job 
as you get in advertising. 

Why, in business today, it’s a cre- 
ative challenge just to stay flexible. 
Especially so in our business. We, at 
Morton, are in an excellent stage of 
our growth because we're changing 
from a very large small company to 
a very small large company. We can- 
not afford to settle back into corporate 
conformity at such an exciting and 
challenging moment in our develop- 
ment. 

In advertising, you're creating every 
waking moment. In marketing, you're 
doing the same thing and just as in- 
tensively. And it doesn’t matter what 
phase of the campaign a sales execu- 
tive may be developing. Packaging 
development, agency direction, re- 
search, the sales force approach, sales 
promotion—they all require a tremen- 
dously creative approach and, for an 
ex adman, this is particularly stimu- 
lating and satisfying. 

The production and manufacturing 
executive has his share of problems 
and they do demand creative ap- 
proaches. But his problems are more 
stabilized in regard to the areas in 
which they occur. In marketing, the 
executive simply does not know what 
he will find on his desk in the 
morning. 

It’s this constant challenge that 
particularly appeals to me. 
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Executive? 


‘ 


Mandall Kaplan, 
V-P Sales 
Kitchens of Sara Lee, Inc. 


Excitement and enthusiasm are my 
finest satisfactions. There are coin- 
panies whose products are accepted 
well and there are others whose prod- 
ucts are accepted because they are 
necessary. Sara Lee products are not 
just accepted, they're raved about. 

We get so many testimonials about 
our products from literally thousands 
of ordinary people that we considered 
running them in our advertising. We 
decided against it because no one 
would believe them. 

Sheer amazement from buyers, en- 
thusiasm from the jobber level, piles 
of letters—what sales executive in this 
situation wouldn't derive the keenest 
satisfaction from his job? 

Of course, product quality is behind 
it all, but this is where another mar- 
keting satisfaction crops up. Once we 
know consumer acceptance is so un- 
usually high, as we do, then it be- 
comes a challenge to market the prod- 
uct in such a way that the greatest 
number of people are exposed to it. 
We believe we're doing that job satis- 
factorily. Of course, this only increases 
the reactions I've just described and 
so my personal job satisfaction in- 
creases accordingly. 

The job is full of small satisfactions 
as well. Recently, while I was using 
my credit card to make a phone call, 
the operator said, “Oh, Sara Lee, you 
make such wonderful cheese cakes.” 

Let me say that when a sales ex- 
ecutive works with a product that 
goes far beyond the normal bounds 
of consumer acceptance, he’s got the 
most satisfying job in the world. ® 
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FEMALE TOUCH CLEANS UP A ‘MAN'S 


When all else failed to get service 
station dealers on a clean-up kick, 
Union Oil discovered pretty girls 

could charm them into it—make 


neatness a point of pride. 


‘\l T ALL CAME DOWN to a choice 
between keeping the service station 
comfortably dirtv—and masculine (not 
the kind of place women like to hang 
around) — and cashing in on the fact 
that women influence 60% of gaso- 
line purchases.” 

The spokesman for the Union Oil 
Co. of California, passing no comment 
on this invasion of a man’s world, 
admitted that Union Oil was not 
about to overlook this 60% influence 

“That off-hand indifference to or 
der, hazards, and dirt had to go.” The 


A TOUCH OF GLAMOUR, from model Joan Dettmar, 
takes the sting ovt of cleaning up. Checklist in 
hand, girls inspect pumps, restrooms, offices, watch 
for such hazards as grease, trash, bad lighting. 
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company with the cleanest stations, 
espec ially the cleanest restrooms, has 
a big competitive edge, Union kept 
telling its dealers 

And over the vears Union has 
worked on this thesis. With Sanitation 
and Safety Inspectors service station 
managers in training for supervisory 
positions), with meetings and bulle 
tins, it has tried to help dealers “meet 
the critical standards that characterize 
today's buvers vs 

But the Inspectors and the meetings 
and the bulletins can only advise 


And dealers don't like to mop out 


restrooms 

Then Union discovered pretty girls! 

There are ten of them in the Spar 
kle ( orps schoolteachers, secretaries, 
public relations personnel, models 
engaged as temporary employees to 
work through the company’s market 
ing area during a 2-month promotion 
period, staging surprise inspections on 
service stations, and grading them on 
cleanliness and service. (Last vear 
1,400 dealers with scores of 90 or 
more received awards ranging from 
new uniforms up to gold watches.) 

Do the dealers get mad at this in- 
vasion of thei: privacy?’ Apparently 
not. “The 1959 program had the ad 
vantage of novelty,” Union's spokes 
man says. “Dealers took the Sparkle 
Corps inspection the way they were 
intended to—as fun. Thev laughed 

but they wiped off fingerprints and 
washed windows.” 

When the 1960 program came 
along, the dealers were actually wait- 
ing for the girls—and with cleaner sta- 
tions than they had had a year ago 
Today, many dealers use the Sparkle 
Girls as a way of needling their men 
As one dealer said: “All I have to say 
to my crew is, ‘got a call, the girls 
are coming, and they start cleaning 
house.” 


STATION 
INSPECTION 


DISTINCTIVE CARS herald the 
smiling inspector, and sight of 
white car in the area calls for 
quick clean-up. Girls wear neat, 
feminine uniforms, bring home- 
maker touch to service stations. 


NOTHING IS SACRED when Sparkle Girls inspect. Dirty restrooms can be the worst 
offenders in keeping customers away from stations. The girls report that dealers 
respect their judgment, are being sold on importance of cleanliness, order, safety. 


TEN POINTS FOR A SMILE and good 
service is added to rating. Union plays 
up program in its advertising during 
the 2-month promotion, and dealers 
are proud enough to keep cleanliness 
up even when the girls are off duty. 
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ont Hire a Salesman— 
ire His Sales Manager! 


When Stephen W. Harris became president 
of Lucky Tiger, everything, including the 
sales force, was in a rut. And Harris had 
to pick up a lot of marketing savvy in a 
hurry. In the course of this, he did a little 
inventing—and changing of basic policies. 


exactly the same amount 
and feed’ a plodder as it does 

. k s ilesman 
why Stephen W. Harris never 
es a salesman He alwavs snags a 
sales manager to kee Pp the Lucky Tiger 
line of hair preparations moving. His 
Tiger Manufacturing Co. is 43 
ears old. It’s a name known to mil- 
lions of Americans. But it passed its 
prestig hevdavy in the early ’30’s 
when the familiar clear bottle, filled 


vith river-green liquid and enhanced 
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with a label of a gal and a tiger, 
caught people’s eyes from outdoor 
posters, trucks, drugstore windows 

Steve Harris, president of the com- 
pany and son of its founder, is intent 
upon reclaiming for Lucky its former 
place in the sun. (The company actu- 
ally sells more of its oa we today 
than in its peak prestige years: Last 
year, 4% million bottles.) 

To do the job he’s tossed a lot of 
marketing ideas out the window. In a 
sense he started rebuilding the com 
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pany in a different image when he 
stepped in as president shortly after 
World War II 

The starting point for his Opera 
tion Revamp was the sales force. Most 
drug salesmen are on straight salary 
and expenses—and Lucky was no ex- 
ception. Harris looked on that system 
with a jaundiced eye. 

“I'm no marketing expert,” he says. 
“But something was wrong.” 

Incentive, as he saw it, didn’t figure 
very heavily when a salesman’s pay 


check was stabilized. it would be a 
logical temptation to try to make up 
the difference in expenses. Before he 
gave up the old method of compensat- 
ing salesmen, Harris tried it both 
ways He used flat expense allowances 
Then he tried putting a ceiling on ex- 
penses. Neither way worked: Salesmen 
spent the limit allowed, either way 

Upgrading the caliber of his sales 
men seemed a better solution. He 
quickly learned what every market 
ing executive had discovered—a good 
salesman costs good monev. But a 
well-known antihistamine manufac- 
turer, he noted, rang up $15 million 
in annual sales using four salesmen. 


> Harris made it his business to find 

out how the manufacturer had done 

it. The answer was obvious: The 

manufacturer had gone out and hired 

the best drug salesmen he could find 
and paid their asking price 

Harris borrowed a page from that 
manufacturer's book: He now runs 
Lucky Tiger with five salesmen. 

“I could hire two just-average sales- 
men for the $12,000 I pay one corker 
But I have half the maintenance—half 
the transportation, half the lodging, 
half the other recurring expenses.” 

He hired one of his sales manager- 
salesmen from a major drug firm. The 
man was a divisional sales manager, 
unhappy with company politics. Har- 
ris hammered home the point that 


at Lucky “there is no company poli- 


tics. Anyone in our organization can 


<@ THE OLD: Odd thing about 
Lucky Tiger's original bottle 
was that it lasted so long. 
Lucky sold itself as a premium 
product: Note the price of 
$1.00. Back in the 1920's that 
was really a lot of money! 


THE NEW: Lucky’s current > 
bottle reflects the new-look in 
its management. The son ct 
the founder has brought new 
vitality to the fading firm. To- 
day the company’s marketing 
is geared toward teen-agers. 


speak his mind without worrying about 
job security.” 

Another of his new-look salesmen 
was sales promotion manager for a 
large food manufacturer. Harris won 
him by stressing growth opportunity 
with an established company moving 
out into new markets 

Both men, like the other three, came 
to Lucky at good salaries which have 
steadily grown. 

Lucky still is a relatively small com- 
pany. It's one with a richly colorful 
historv. Back in 1917, gold was still 
being discovered. And in Kansas City, 
Mo., some businessmen got gold fever 
They invested in a mine called the 
Lucky Tiger, in Mexico. The expected 
bonanza was closer to a bust. One 
Kansas Citv businessman who staved 
at home to found the company named 
for that mine made out better than 
his friends. He found a sales gold 
mine in the hair preparation. And he 
mined it, profitably, for years—mak- 
ing the product with only 
formula change. 

During the first vear of the com 
pany’s operation, P. Stephen Harris 
sold 75,000 bottles of his Lucky Tiger 
using therapeutically oriented advertis- 
ing copy (“Give your hair a fighting 
chance! Let Lucky Tiger clean up 
vour scalp”) By 1929 Lucky was the 
iargest-selling hair tonic in the coun- 
try 

Then sales slid. Around 1932 men 
stopped buying hair preparations that 
merely groomed the hair. No wonder: 


a slight 
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Many such nostrums, before Lucky 
Tiger, were compounded with bases 
of goose or bear grease—even axle 
grease. (The grease sometimes was 
fresh.) The effect in a hot, crowded 
room was enough to make strong men 
quail 

Lucky was in a squeeze: It had 
promoted itself as a tonic, which men 
wanted. But they also demanded a 
groomer. Sales declined when rival 
companies brought out products that 
were, at once, both tonics and 
groomers 


> By 1934 hair preparations were 
90% medicinal (so-called dandruff 
cures). Today thev’re 90% grooming 
agents. (Making a hair preparation 
would seem to be a sticky business 
Lucky began to make a comeback 
in the mid-thirties. In 1935 the com- 
pany introduced its medicinal formula 
with an added grooming agent. To- 
day, Luckvy’s sales are twice what 
they were in °3l. But there were 
roadblocks along the sales highway 
and most of them weren't cleared 
away until voung Harris came in 
after the wa 

He'd always been fascinated with 
his papa’s business. At 16 he went on 
the road, with an older salesman as 
mentor. (The salesman is still with 
the company at the age of 76.) Steve 
Harris didn’t really move into the com- 
pany picture in any appreciable way 
until he came home from the Service 

(continued on next page 
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He found the company in a bad state. 
The management was headed by the 
comptroller. Sales had slid. 

Harris moved in with desperate 
There had been, by 1947, 


basic 


remedies 
another change in the hair 
grooming market. Increasingly, there 
was a demand for medicinal as well 
as grooming agents in tonics. Lucky 
had had a 3-purpose formula for a 
dozen vears. Harris pushed it with 
all his limited promotional budget. 
And he began to diversify the stand- 
pat company 

He noticed a strange phenomenon: 
Mustache wax, which went out with 
high-button shoes and “twenty-three 
skiddoo,” was showing a strange re- 
vival. A bit of sleuthing tumed up 
the users—teen agers, who found that 
the old product made their crew-cuts 
bristle 
re-orient company marketing toward 
the teen-age market. Lucky was the 
first company to hit the market with 
1 preparation specifically for crew- 
cuts. Harris named it “Butch Wax.” 
The first vear the 
11,000 jars. This vear it expects to 
sell over 5 million! 

With this coup, Harris decided to 
abandon the struggle to win back 


former users to Lucky Tiger. “It’s 


Harris immediately began to 


company sold 


twice as easy,” he believes, “to get 
a new customer as to pick up an old 
one who has stopped using a product.” 

He dropped his sales sights to an 
even younger group than the teen- 
agers, through keeping a bead on the 
latter as well. Out of his laboratories 
came Hair Trainer: “the best thing for 
a cowlick since hammer and _ nails.” 
This is Hair Trainer's first year and 
it's a good one. Sales should hit 
200,000 bottles 


> As a hedge for the future, Lucky 
bought two drug producing firms, is 
on the wav to buving a third. These 
are what the trade calls drv-wet com 
panies; they make aspirin and rub- 
bing alcohol and similar products 
All of the company’s promotional 
efforts are keved to the sales force 
Each salesman has a number of dis 
tricts. And with 70% of sales in prod 
ucts born during the last six vears, 
problem. Harris 
couldn't buck the big boys who have 
huge national ad budgets He had to 
make each dollar do the work of two 


promotion is a 


What he does—and with good re 
sults—is to use radio spots almost 
Selected districts, on a 
given the works 


Each district gets two weeks of heavy 


ex ‘lusively 


rotating basis, are 


“| hope we never see another year like this past one.’ 
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radio spot concentration. Some 40 
spot commercials are used on in- 
dividual stations. The messages are 
straight sell, aimed at the teen-ager, 
uses music designed to appeal to that 
age group. For the following two 
months, the schedule is halved 
There's also a free-product offer to 
the first 100 people who call the 
station. Callers are sent coupons to 
exchange for the product at local 
drugstores. “One coupon,” thinks 
Harris, “impresses a druggist more 
than three people asking for the prod- 
uct.” The druggist turns in his coupons 
for full-rate refund from the company 
“We're a small company,” Harris 
says. “And we have advantages in- 
herent in our size. We can spot a 
trend and get with it fast. We get 
But we can 
when we've made a 


rapidly into new items. 
get out fast 
mistake 

“The country is becoming so small 
in this air age, that vou don't need 
as many top salesmen to do the job 
And we've found the telephone is a 
valuable sales tool.” 

Harris has some fairly offbeat ways 
tor keeping costs down: 


® His salesmen cover large areas 
and flv from place to place hiring 
a car to get around relatively short 
distances. It costs an extra dollar a 
day to insure the car for $100-de 
ductible collision protection. Harris 
checked figures for a vear, found he'd 
save monev by eliminating the item 
“You'd be surprised, over the vears, 
how those dollar bills add up—when 
you're hiring as many cars as we do.” 


® On his desk is a personal phone 
with an unlisted number. It is for 
his exclusive use, to talk with his 
salesmen on the road. If it rings and 
he’s away from his desk, no one—not 
even his secretarv—answers. The sales 
man always calls station-to-station 


© He pays all office personnel top 
wages, USES fewer people as a con 


sequence 


® Each salesman is given a dictat 


ing machine, records details of his 


calls, then wraps the tape in a speci il 
folder which is, actually, 
what companies are on the tape This 


an index of 


has eliminated call reports as such 


® When a new salesman is being 
broken into a territory, he’s given all 
tapes filed for the district, plays them 
back for 


territory 


a quick Summary of the 


Steve Harris admits the company 
has a long wavy to go before the giants 
feel any pinch 

“But we're covering everything but 
the bald head market. And I'm think 
ing about introducing a chamois for 


them.” ® HW 


Eleven billion dollars in advertising is knock- 
ing at America’s doors this year. Some adver- 
tisers will be welcomed in as a friend; some will 
get the “nobody home” treatment. (A man’s 
home is his castle, you know.) 

You need, as never before, a medium that’s 
best friends with the best people. A family 
confidante, instead of a passing 
peddler. A guest that’s asked to 
stay awhile, not given a hand- 


POS 


shake and a fast good-bye. In THE INFLUENTIALS 


short, you need The Saturday Evening Post. 


The average Post reader sees your ad page 
more than just once . 


. . 37% more times, in 
fact, than the same ad in the other big weekly. 
And Post readers enjoy a princely median in- 
come, the highest in the general-weekly field. 
The drawbridge is always down to your ad 
wc ge page in the Post. Your message is 
seen... by the right people... with 
high frequency. And this kind 
of advertising really hits home! 


MAGAZINE 


YOU GET THROUGH TO PEOPLE (INFLUENTIAL PEOPLE) IN THE POST 
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Focus on Florence 


See a picture of old Southern vivacity 
blended with the modern point of view. 
Florence represents the fifth largest 
single-station market in the nation. 


@Qwstw 
Florence, South Carolina 


Channel 8 + Maximum power 
+ Maximum value 
+ Represented nationally 
by CBS Tv Spot Sales 


A Jefferson Standard station 
affiliated with 
WBT and WBTV, Charlotte 


— Sl 


STRATEGY 


hot competition 
in ‘instant skinny’ 


AD COP 


FTC will get 
a new chairman 


MARKETING NEWSLETTER 


More stout competition plunges into the "instant skinny" race, 
the $110-million-and-booming business of selling a meal in a 
glass to overweight consumers ("The Rise of 'Instant Skinny,’ " 
SM, Nov. 4, page 52). The signs are that Mead Johnson, long the 
leader with its Metrecal diet drink, is now being pressured 
into shifting its marketing strategy under intense, growing 
competition from big brand names, lower prices, new products. 


Newest competitor is Borden Co., symbolizing just about every- 
thing Mead Johnson is running up against in what once looked 
like a runaway race. Borden represents four strong challenges 
in (1) the terrific resources and national brand image that 
back up its new Ready Diet 900, (2) lower price—-89c against 
Metrecal's $1.29, (3) product innovation—ready-to-use liquid 
drink in quart container, obviating the measuring and stirring 
required by all the diet powders, and (4) even a new channel 
of distribution—delivery by the Borden milkman. 


To meet this substantial competition—as well as that from 
some 40 other advertised and private-label brands—Mead John- 
son is shifting its strategy. (Metrecal, with a solid third 
of all meal-in-a-glass sales, had been marketed in a strict 
semi-medical approach with strong drugstore distribution. Most 
major competitors, such as Quaker Oats’ Quota and Borden's new 
drink, are strong food store sellers.) Now Mead Johnson is 
countering with a masSive newSpaper ad campaign, putting less 
emphasis on the medical angle; Metrecal is beginning to show 
up in some super markets as well. .. . And this $110-million 
industry, with vast potential, is but 15 months old. 


Whither FTC is a question being pondered in both business and 
Government circles. Kennedy's victory will bring to an end 
the reign of Chairman Earl W. Kintner, who, in less than two 
years, revived a moribund agency and made it a major factor in 
the marketing world. . . . Now Kintner is packing his bags, 
sorting out offers of law firm partnerships. He had the mis- 
fortune of having his appointment expire at a time when Senate 
Democrats were scenting a White House victory. His renomina- 
tion was pigeonholed; his service will end as soon as his suc- 
cessor is appointed. Theoretically, President Kennedy could 
reappoint Kintner, but political realists hardly expect it. 
The post will undoubtedly go to a deserving Democrat. 


As a matter of fact, Kennedy can recast FIC along his own lines 
in record time. Not only can Kintner be replaced on Jan. 20, 
but so can a Johnny-come-lately Republican appointee, Com- 
missioner E. K. Mills, who took his seat on an interim basis 
only in November. And next June the White House will be con- 
fronted with the expired term of Commissioner R. T. Secrest, 
a former Dem congressman who may or may not be renamed. 
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NEWSLETTER continued) 


SELLING 


Kennedy campaign 
a model product plan 


RESEARCH 


what every marketer 
wants to know 


MISCELLANY 


FTC—imports— 
private lobels—fair trade 


Marketers could learn much from the political campaign run by 
John F. Kennedy. He had no business experience, but he sur- 
rounded himself with people who knew how to sell a product. He 
bought their master plan and rode it to victory. ... The key 
was the pinpointing of major markets. While his opponent spread 
himself thinly over all 50 states, Kennedy concentrated on the 
big population centers and won themall. ... He made intelligent 
use of modern media, especially TV. He dared to take on a master 
debater at his own specialty, and won the laurels. ... He 
packaged his "product" attractively, designed it to appeal to 
the greatest possible number of buyers. . . . He used his field 
force to maximum advantage, sending a popular Southerner to 
capture the South, thus providing the victory margin. ... All 
in all, Kennedy's selling campaign was a model that even Re- 
publicans must admire. 


Many marketers of consumer products still don't know for sure 
what all the end uses of their goods really are. But 55 big 
food companies have done something significant about it—by 
banding together in a giant study of food preparation and serv- 
ing methods involved in 750,000 family meals. . .. The project 
is the National Menu Census, a year-long, $l-million study con- 
ducted by Market Research Corp. of America. Heaviest investors 
in the project are the original underwriters—General Mills, 
General Foods, Pillsbury, Campbell Soup—along with Quaker Oats, 
R. T. French, Pet Milk, National Biscuit. 


Survey results have led to introduction of several new 
convenience items; more effective recipe and product tie-in 
promotions; more effective merchandising and ad appeals, par- 
ticularly for multiple uses of existing products; and new op- 
portunities for expanding and stabilizing product markets. 


FTC hits Mennen Co. for using deceptive "artifices" in a TV 
commercial supposedly showing the superiority of its Mennen 
Sof’ Stroke over competing aerosol shaving creams. FTC charges 
that Mennen mixed toothpaste with its shaving cream for an ad 
showing a skin diver make an underwater comparison of the "rich- 
ness" of Sof’ Stroke and an unnamed competing brand. ... "Go 
Datsun and You Go American," advises a big Japanese car maker 
advertising its autos in U.S. news magazines. Nissan Motor's ads 
claim that the concept, design and every detail of the Datsun 
are "as American as apple pie." Also, "Sell American" ads in 
Automotive News are getting heavy inquiries from dealers— 
while eavlier ads got no reaction at all. 


American Photocopy Equipment, a leader in the $400-million 
office copying field, plans to sell photocopy paper and other 
APECO supplies for private labeling. . . . General Time wins 
fair trade injunctions in Tennessee, Illinois, Pennsylvania 
against firms selling its Westclox products at less than stipu- 
lated minimum retail prices. Q-Tips also report fair trade 
victories in Maryland and Massachusetts. 
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Another Good Housekeeping First 


in the Women’s Service Field! 


“MATCH-A-MARKET” PLAN 


2 REGIONAL EDITIONS 
STARTING MARCH 1961 


Five editions to give you new marketing flexibility 
— five editions to cut the cost and shorten the time 
of introducing new products — five editions in which 
to use even more effectively the unique selling help 
of the Good Housekeeping Guaranty Seal! Now you 
can match your advertising with the specific markets 
you want to sell — a new marketing tool offered by 
Good Housekeeping. Call your nearest Good House- 
keeping Office for full details. 


| Maine, New Hampshire, Vermont, Mas- 
sachusetts, Rhode Island, Connecticut, 
New York, Pennsylvania, New Jersey, Dela- 
ware, Maryland, District of Columbia 


9 Michigan, Ohio, Indiana, West Virginia, 
Kentucky 
Montana, Wyoming, Colorado, North 
Dakota, South Dakota, Nebraska, Kan- 


sas, Minnesota, Iowa, Missouri, Wisconsin, 
Illinois 


4 Virginia, North Carolina, South Caro- 

lina, Georgia, Florida, Alabama, Mis- 

sissippi, Tennessee, New Mexico, Texas, 

Oklahoma, Arkansas, Louisiana 

5 Washington, Oregon, Idaho, Nevada, 
Utah, Arizona, California, Alaska, 

Hawaii 

Figures shown in each marketing region on map 

represent circulation base, January, 1961. 


GOOD HOUSEKEEPING G5... 


MAGAZINE AND INSTITUTE 
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Today's Young Women (18 to 35) 
A Major U.S. Market 


She's a lot different girl than her mother — or her grandmother. 
While she is still largely a housewife (67° are mothers), she is many 
other things. Twenty percent are married and have a job. Some of 
these cre both working and attending school. They are very busy 
young women interested in broadening the futures of their families as 
well as their own futures 


There are more — in this group ... 


' 
4 
' 
f 


alia’ 21 million 


Teens (13-18) Young Women (18-35) Older Women (35-80) 


As a group, it is increasing faster . . . 
1970 
a7 26 million 
= Co 
Y sc 


Teens (13-18) Young Women (18-35) Older Women (35-50) 


They're better educated . 


Women 18 to 35 Women 35 to 50 


OBOO0 DO0CBo000000 


One out of 4 attended college One out of 11 attended college 


Many of them hold jobs . . . 


21 million: 


8 million (18-35) are full- or part-time employed 


They have personal earnings of 6% of the total income — $23.5 
billion . . . and, those employed raise the income level of their 
families well above the national average 


Source: The Gallup Organization, Inc., for Glamour magazine 
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Young women between the ages of 
18 and 35 represent one of the largest 
single markets in the U.S. Until now, 
all that we have known about them 
is how many there are, and that they 
are probably mostly housewives. There 
are many questions marketers would 
like answered. Mainly, how do they 
differ from teens and older women? 

First of all, they do more—many 
continue careers in business and the 
professions even while raising chil- 
dren. They are better educated, and 
many continue their educations as part 
of their busy lives. 


Here, in detail, is the latest avail- 
able information on this market of 
21 million women, representing 36% 
of all households, as compiled by The 
Gallup Organization, Inc., for Glam- 
our magazine. 

Households with women 18 to 35 
represent 44% of the total personal in- 
come of all households, which is esti- 
mated by the survey results to be 
$178.6 billion 


> Slightly over half of these women 
are full-time housewives (51%), more 
than one-third (38%) have a job and 
2% are students. Five percent are 
working and going to school; 19%, or 
more than half of those who work, 
are also keeping house. In total, three- 
fourths have household responsibili- 
tes 

The total personal earnings of these 
young women who are employed full 
time account for 43% of the total 
reported income of their households 
These earnings amount to $23.5 bil- 
lion 

Young women have “white-collar” 
jobs to a far greater extent than 
women generally. Sixty-seven percent 
of young women who work have a job 
in a profession, business, office work 
or sales, while only 41% ‘of all women 
in the labor force have such jobs 


This more active group, working 
(part or full time), educating them- 
selves (part or full time), is a more 
discriminating group, with more inter- 
est in saving valuable time and more 
income to spend. It is this group 
which has made “convenience” a 
marketing watchword. Marketers will 
want to study this market in greater 
depth to know where, when and how 
to sell it most successfully. ® 


A) INTERNATIONAL PAPER — The Ultimate Source 


% Hi 
a i ee 


How to guarantee a strong, uniform paper bag 


(You can get one every time—thanks to International Paper) 


Read why International Paper's Gator-Hide. is 
the world's most widely used kraft paper. 


$ 


Inte rat an il Paper ™m ike Ss Cator Hide into bil- 
| bakery pro- 


irment bags. Bags of every desc ription 


ons of grocery, department store 
duce ind 4 

Industrn 
line for yriad of converting uses 

How doe International Pape rs Gator-Hide 
put strength into a paper bag? Into paper pack- 
iging of all kinds? 

For over 30 vears, International Paper cratts- 


men have built strength into this kraft paper by 


lso relies on this versatile Gator-Hide 


carefully controlling every step of the paper- 


making process From seedling to finished roll 
A roll that always meets exacting specifications 

The future of this strong wrapping packaging 
and converting paper is unlimited. Its versatitity 
will contribute to the science of packaging for 
years to come 

Last year, our staff of 322 package and re- 
sear h counselors answere d outside Mquiri s at 
the rate of one every seven minutes 

International Paper can provide you with the 
widest range of papers, boards and packaging 
assistance in the industry. Call us or contact your 
pape r mcre h int or converter- he s probably 


been doing business with us for years. 


@) INTERNATIONAL PAPER New York 17. N.Y. 


7] e 


INSIDE SOLID CINCINNATI: 


And the nice thing is... these Cincinnati Enquirer families each have 


$600 a year more to spend than the average Cincinnati famil yf? 


SOLID CINCINNATI READS THE CINCINNATI ENQUIRER 


Sey 


Daily Enquirer families make more, need more, spend more. You're in 
solid with them when you advertise in their newspaper . . . the Cincinnati 
Daily Enquirer. For more facts on the market-that-matters in Cincinnati, 
write the Cincinnati Enquirer for the latest Top Ten Brands survey. 


Represented by Moloney, Regan & Schmitt, Inc. 


YOU'RE 
FIRED- 


Now What Do You Do? 


What would you do if you suddenly lost your job? It can hap- 


pen—easily, as more businessmen are learning every day. Here, 
an unemployed marketing exec offers some job-hunting advice 
to those of you who may someday find yourselves in his shoes. 


By KEITH SINCLAIR* 


“John, I'd like a few moments with 
you a 

You look up from your desk in sur- 
prise, for you recognize the voice of 
the president of your company and 
vou're startled to find him pr the 
door of your office 

You sense something in his voice 
that brings you to an instant alert 
Puzzled, you watch him settle him- 
self comfortably on your leather 
couch, rest his feet casually on the 
side of the coffee table. 

“John, you know how highly the 
company regards you and how much 
I personally respect your ability. I 
don’t like to say this, but a problem 
has come up and your services are 
no longer necessary.” His voice drones 


*The author, who is currently trying to 
find employment, is the former marketing 
director of a very prominent consumer 
goods company. Keith Sinclair is not 
his real name. 


on and on in a very friendly, pleasant 
tone, but you don’t hear a single word 
he’s saying. 

You've turned cold. Your guts feel 
like they are strangling. Your throat 
is suddenly so tight you can hardly 
breathe. 

Vaguely you hear him say some- 
thing about “generous severance pay 
to compensate for your resignation 
. . . the office is yours, take your time 
clearing out, but I know that you'll 
find it embarrassing once the word 
gets around that you are leaving, so 
I'm sure you'll want to leave as quick- 
ly as possible.” 

He closes the door behind him, 
leaving you alone, furious and com- 
pletely bewildered. “What's gone 
wrong?” you ask yourself. “Why me? 
I've done a better than average job 
for this company. They can’t do this 
to me!” 

But the message is clear. You've 
been fired—graciously, true, but fired 
just the same. 
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You don’t tell your wife the first 
night, for you're still in semi-shock 
No matter how hard you try, you 
simply can’t accept what has hap- 
pened to you. You lie awake for hours 
trying to keep from panicking—des- 
perately reviewing over and over 
again in your mind what could pos- 
sibly have gone wrong, what you 
must do to protect your family and 
your way of life. 

But within a few days—days of 
abject depression during which you 
will undoubtedly feel very sorry for 
vourself—reason begins to displace 
emotion and anger, and once again 
youre beginning to think like the 
executive you've proved yourself to 
be. = 

I hope you never experience the 
terrible anxiety, emotional letdown 
and bewilderment of being fired from 
your executive job. But if you are 
realistic, and follow the business news 
closely, you must be aware that an 
ever increasing number of mergers 
and rapid technological advances are 
causing retrenchments and reorgani- 
zations in many companies. Every day 
that passes increases the possibility of 
your losing your executive post--no 
matter how competent you may be 
And you had better prepare yourself 
for it, now! 

I have gone through a period of 
forced self-evaluation during the past 
six months that will help me greatly 
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in the future. Of that I am certain. 
But during this period my ego has 
been shattered, I've had to learn to 
fight panic, swallow my pride and 
convince myself again and again that 
I'm not a failure. In the transition 
and rebuilding of my own confidence 
I've had to feel my way slowly—and 
I've made plenty of mistakes. 

The purpose of this article is to 
try to help you—if your time comes— 
to avoid many pitfalls, and perhaps 
to guide you so that you can more 
successfully overcome the inevitable 
sense of futility and discouragement 
that always accompanies unemploy- 
ment. 

One of the most difficult adjust- 
ments a dismissed executive faces is 
the sense of not belonging. For years 
you've been an important key figure 
in your organization. People have re- 
spected you, valued your judgment, 
acted upon vour decisions. In an in- 
stant all of this is taken away, and it 
takes a calm, clear mind to maintain 
vour morale and fight the unpleasant 
feeling that vou've failed your family 
and vourself 


> But you can do it if you plan your 
life in an intelligent, logical manner. 
You have to do it! If you permit vour- 
self to remain discouraged and _ in- 
dulge in self-pity it will reflect itself 
in your approach to a new position 
and will inevitably make it more diffi- 
cult for you to place yourself 

After the initial shock begins to 
wear off, you will undoubtedly be 
shocked once again to find that vou 
simp!y don’t know how to look for 
another job 

If you are like me, it has been 
many years since vou've actively 
You've done 
lots of interviewing, but no looking 
And the pity of it is that so many 
executives who know how to sell any 
product made don't have the slightest 
idea how to go about selling them- 
selves when they are suddenly thrown 
into job hunting. 


looked for a new job 


When vou were younger, looking 
for a job was a clear-cut assignment 
of making the rounds of the employ 
ment agencies or company personnel 
departments. It doesn’t work that way 
it the executive level—especially when 
you're in the $30,000-a-vear class or 
over 

What do you do? How do vou go 
about getting placed? How do you 
adjust vouself from a full, busy execu- 
tive life to sudden “retirement”? 

First of all, before you start look 
ing, trv to take a week or two of 
vacation. It can do wonders to calm 
you and your family and let you come 
back to your problem with clear, fresh 
thinking 
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Keep Your Self-Respect 


I cannot say strongly enough now 
how easy it is to lose your self-re- 
spect along with your job. Your 
morale drops to zero. You feel that 
you have failed your family and your- 
self. And the more discouraged you 
get, the more you resign yourself to 
this pitiable condition, the more diffi- 
cult it will be for you to find a job 
that will allow you to continue your 
drive to the top. 

Let me say right away that you 
might just as well make up your mind 
in the very beginning that if you lose 
your job vou will be out of work for 
a minimum of six months. In fact, 
don’t expect to land a good job before 
nine months. Of course, you could get 
lucky and land the perfect job in a 
week—but don’t expect to. It's much 
better to take the realistic view. If 
you expect to be out at least half a 
vear, vou are not as likely to fall 
prey to the second great wave of de- 
pression that often sneaks up on you 
after the first three or four barren 
months of job hunting 

It is extremely important for your 
own well-being that you interrupt 
your daily routine as little as possible 
Get up the same time every morning 
as vou did when vou were working 
Dress in the Same way, eat the same 
things for breakfast, and leave the 
house just as if you were still on the 
job. Take the same commuter train 
or roads to the city. Nothing can 
destroy the spirit faster than moping 
Believe 
me, you've got to get up and go 


around the house worrying 


& Where do you go? Face it, you 
must have an office. Finding a job 
actually is a job. You must have a 
base of operations. Don’t try to do it 
from home. If you can work out an 
arrangement whereby a close friend or 
relative can provide you with some 
office space and a telephone at his 
place of business, that, of course. is 
ideal. If not, you have to spend the 
money to rent one and perhaps to 
list yourself with an answering service 
You don’t need anything fancy. Just 
a place to go to 

If you can, get some place with 
people around. Maybe you can find 
someone else in the same boat. It is 
a real morale booster to have some 
body around to talk to. Or, to put it 
the other way, loneliness can be very 
destructive to the guy who is used 
to being a busy executive 

You must keep busy. Although 
looking for a job is a job, it’s not as 
big = job as you have been used to 
There are bound to be blank spots 
between interviews or after all vour 
letters are written. (By the way, I 
think you'll find that you will have to 
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type your own letters. I doubt if you 
wall feel like paying for temporary 
stenographers, and hunt-and-peck typ- 
ing is a great time-killer.) Don’t just 
sit in the park feeding the pigeons. 

There is always something con- 
structive you can do to fill in the 
time lags. For example, one of the 
things I do is write. Many executives 
have a pet concept or theory about 
some part of their business or their 
career field, some workable, success- 
ful thing they have tried. Writing 
this up is both time-consuming and 
gratifying. If a business magazine 
will accept it for publication, it can 
be a positive aid in job hunting. 

For the good of your morale, learn 
to expect a certain amount of shabby 
treatment while you are unemploved. 
If you expect it, you won't feel so 
badly if you get it (and you are almost 
sure to). Part of it will be under- 
standable. For example, I find that no 
matter how important an interview 
may be to me, or how far in advance 
the interview was scheduled, it is the 
first thing that the executive I was 
supposed to meet will cancel if some- 
thing else comes up. He feels that 
he is doing me a favor by meeting 
with me, and if he can’t make it, it 
won't hurt his business. He may be 
truly sorry, but first things must be 
put first. And if you are looking for 
a job, most other things come before 
you. 

Another thing about this all-impor- 
tant matter of self-respect: If vou are 
already pretty badly depressed, think 
twice about going for that unemploy- 
ment check. Really, vou deserve it: 
you have been paying for it for a long 
time, and it will buy the groceries 
But it can be pretty depressing for a 
$30,000-a-year executive to stand in 
a long line with hordes of chronic 
unemployment cases, only to be 
“counseled” by some surly $60-a-week 
clerk and shipped off to some ob- 
viously dead-end job interview. If it 
wouldn’t bother you, by all means, go 


Never Seem Hungry 


In a way, this is still a part of keep- 
ing your self-respect. But it is impor- 
tant enough to stand on its own. 

As I mentioned before, it takes a 
long time to find a job. In fact, it 
takes longer than it used to. There 
are evidently two major reasons for 
this. It used to be that a sharp execu- 
tive on the loose would not find it too 
difficult to be put on somebody's pay- 
roll. He wh be hired and ept 
around, almost on a consulting basis, 
until a permanent spot in the com- 
pany opened up. This would be done 
both to keep a er man from getting 
away, and to eliminate the possibility 
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of his falling into a competitor's camp. 

But I find this has changed. The 
first reason is the uncértainty of the 
business climate. Profits are too slim, 
the international situation is too tense 
and the new administration in Wash- 
ington still too unpredictable to allow 
real stability. Companies are uncer- 
tain about future business—too uncer- 
tain to make large salary commit- 
ments. And, although these uncer- 
tainties will pass, it is doubtful that 
in these days of modern business, 
conditions will ever regain their old 
stability 

The second reason is just as im- 
portant. more 
conscious of psychology than they 
used to be 


Top executives are 


Thev now see that it can 
be unsound to hire a new man and 
keep him in the wings until something 
opens up for him. All too often, other 
executives of the firm regard the new- 
comer as an intruder who threatens 
their security. When this happens, 
morale ebbs and teamwork is de- 
molished 

So the trick today seems to be to 
keep the job hunter on a string until 
the company knows for sure whether 
it can or cannot use him. They don't 
I have talked with 
a hundred companies in the 
past few months, and have had only 
two actual refusals. All the rest of 
those which I felt had something to 
offer have kept me dangling. How? 
By requesting that I come back for 
more and more interviews with more 


Say ves or no 
nearly 


and more executives. Soon, vou begin 
to wonder why vou have not met the 


stockboy 


> This is the point: One of these may 
eventually hire you. But if you push 
them, if you get so discouraged that 
you begin to force them to give a 
yes-or-no answer (or even just appear 
too anxious), you'll get a “no.” And 
once you've gotten that, the company 
is no longer a potential employer 

There is another way to get into 
When 
you enter final negotiations with a 
company, it is only natural for the 
company to try to get you for less 
money if you look hard up. In other 
words, when you're unemployed your 
bargaining position is weak enough; 
if you are too eager it disappears com- 
pletely 

Another thing, if you allow your- 
self to become desperate, you will 
talk yourself into taking the first job 
along. This is often 
(usually, in fact) a terrible mistake 
It not only can mean the end of the 
upward drive, but can lead to your 
unemployment again in the near 
future 

Incidentally, here is something | 


trouble by being too hungry 


that comes 
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strongly recommend to those who are 
in a position to do it: Get yourself 
listed on somebody's staff. Or set 
yourself up as a consultant. If you do 
have a close friend or relative who 
can put you on his staff, without pay 
even, it helps your job hunting, If 
need be, you can admit that it is only 
an interim job, but it at least makes 
the potential employer think you are 
eating regularly, which immeasurably 
strengthens your bargaining position. 
And it may give you that office you 
need. 


Getting a Foot in the Door 


I mentioned before that if vou 
suddenly lost your job, you would 
probably come to the horrified reali- 
zation that you have no real idea of 
how to look for a new one. Here are a 
few ideas that I have used 

You will come to the early conclu- 
sion that the only people in a com- 
pany who can do you any 
jobwise are 


good 
those executives who 
would be your superiors. At your 
stage in the game this means the 
chairman, president, executive v-p 
and perhaps the senior v-p’s, jee 
ing on the size of the company. Any 
final hiring decision must be made by 
the chief executive officer, probably 
the president. Since these are the 
sands you'll need, vou miht as well 
start right off with them 

This means that in all but a very 
few cases the personnel director is out 
of the picture at first (eventually, 
youll have to see him). Be careful 
though, because there are some com 
panies in which the personnel head 
carries a v-p title and may even be 
on the board. Then, of course, he is 
a man to be reckoned with 

But getting in to see corporation 
presidents is not always an easy task 
There are a number of ideas that I 
have had pretty good success with, 
and I'm sure that if you were in this 
position you would be able to think 
of others 

You must take advantage of vour 
many friends and acquaintances. Ask 
them for letters of introduction to 
executives they may know. Ask them 
to introduce you to people who can 
give you a letter of introduction to 
other corporation heads. Of course, 


don't put them in a compromising po- 
sition; but most will want to do any- 


thing they can. Roughly half of 
the interviews I have had have 
been through the letter-of-introduction 
route 

Of course, it sometimes happens 
that after you get to know a company 
pretty well you decide that it is simply 
unable to offer anvthing vou would 
be interested in. When this happens 
it is easy enough to break off inter- 
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view relations. But be sure to ask 
the executives to whom you have 
been talking to keep you in mind—and 
let you know if they hear of anything 
| have gotten several excellent leads 
from people who had nothing to offer 
me but who called to let me know of 
possible openings they had heard 
about. 


& You will, of course, want to register 
with management consultants for their 
executive placement services. How- 
ever, it has been my experience that 
this is a secondary approach to find- 
ing a job. Many out-of-work execu- 
tives treat this as their big hope, but 
1 think this is a big mistake. Of 
a lot depends on your job 
level and specialty. Nevertheless, I 
think vou will find that, although 
some consultants are equipped to act 
as regular executive clearing houses, 
most just fill positions on assignment 


course, 


from client corporations This means 
that they have a very limited selec- 
tion of jobs at any one time 

There is one problem that you 
might run into with management con- 
sultants. I know I did. I registered 
with several that I was sure could 
provide me with some leads. But noth- 
ing happened. I made some discreet 
inquiries, and learned to n.y chagrin 


that these consultants were all re- 
tained on one basis or another by my 
former employer, a _ rather large 
corporation. Although nothing was 
ever said, they simply wouldn't touch 
me. 

There are a couple of other, off- 
beat suggestions I can give you as 
examples of ways to crash the execu- 
tive inner sanctum. One _ involves 
Watch all the newspapers 
carefully. Renew or establish contacts 
with trade editors of newspapers and 
business journals. The object: to learn 
rumors of impending corporate shake- 
ups. When you do hear of a com- 
pany about to launch an executive 
blood-bath, write to the chief execu- 
tive. Tell him that vou have been 
informed that he is contemplating 
management changes. Tell him what 
you think you could do for him as 
part of a new management team 
Then tell him a little about yourself 
This is a cardinal rule of job hunt- 
ing: Emphasize the “what I can do” 
rather than the “what I have done.” 
But more of that later 

You will probably get a polite re 
fusal (even a form 


gossip. 


letter as an 
answer. So write him another. Take a 
slightly different approach, so you 
won't just be nagging. Tell him a 
few other things vou can do. This 


time, you may get an interview 
Naturally, the rate of return on this 
process is going to be low. But when 
vou do get an interview you know 
the company is really interested. 

Another thing I have found on 
ful: Find yourself a drive. It could 
be a political campaign or, more 
likely, a worthy charity. Become 
active in it. Why? Well, such drives 
are usually run by—you guessed it— 
community business leaders. When 
you are out of work, any contact at 
that level is valuable. Of course, you 
don’t just go around asking for a job 
But it is usually easy enough to men- 
tion casually over a drink that you are 
“thinking of changing jobs”—and ask 
Mr. Business Leader if he knows of 
anyone looking for a man with your 
experience. There is no need to be 
blunt. If he is interested, he will get 
the idea. 


Selling Yourself 


This is where I depart a good deal 
from the so-called experts. I very 
strongly believe that a marketing man 
who is being interviewed for a job 
has a selling job to do. He must sell 
himself according to a basic selling 
rule: Tell what your product (in this 
case, you) can do for the potential 
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customer. The idea is to convince him 
that he cannot live without you. 

It sounds logical. But it happens to 
run counter to the greatest known 
job-hunting shibboleth, the Principle 
of the Résumé. Anyone in his right 
mind will tell you that the way to get 
a job is to ram your well-typed, one 
page, terse little résumé right in front 
of Mr. Big’s nose at your earliest 
opportunity. I say if you do this 
you're dead. 

The minute the executive gets his 
hands on a résumé, you begin to talk 
historv. He is no expert interviewer 
He latches onto that little piece of 
paper as his easy way out. He scans 
it and begins to ask questions like, 
“Why did vou leave so-and-so?” and 
“What were your responsibilities with 
XYZ?” When it’s all over you feel as 
if vou have been through the third 
degree and he knows enough about 
vou to be your biographer. But you 
don't know what he is looking for 
and he doesn’t know what vou think 
vou can do for him. That is not 
sound salesmanship 


> Naturally, once vou have talked 
with the executive he will still want 
to see vour history sheet, the résumé 
But now it is in its proper perspective 
as background. It is just supplemental 
information, and sending it after, 
rather than before, an interview is 
certainly a more effective approach 
There is one phenomenon oft the 
executive-level interview that deserves 
mention. I have found that the aver 
age interview takes a couple of hours 
at least. The first time vou talk to 
a particular executive, chances are 
that the greatest part of that time 
will be spent in making small talk 
You and vour interviewer will ex 
change comments on an almost un 
believable variety of subjects: weather, 
sports, hobbies, business, politic 4 
wives, families, schools and so on 
This is the sizing-up period. Con 
sciously or not, the executive is try 
ing to find out what kind of a guy 
you are. This is his prerogative. Go 
along with him; don’t try to force the 
conversation into a business vein 
right off the bat. But one word of 
warning: Muster all your conversa- 
tional skills to avoid being backed 
into a corner on controversial sub- 
jects. After vou are hired you can 
probably get away with holding 
political views opposite your boss’, 
but no good can come from pointing 
this out in a first interview—or from 
looking like a yes-man, either 


Watch What You Say to Whom 


Controversial subjects are not the 
only ones to be avoided by the job 
hunter. There are other ways to get 


so it s proof you want, Mr. Fish: 


Advertising Age, November 14, 1960 


Ad Year Plans Told ... 
Prove Worth as 
Media, Fish Tells 
Small Newspapers 


General Mills Exec 
Asks for Evidence That 
Values Offset High Cost 


MINNEAPOLIS, Nov. 10-——-Weecklies 
and small dailies were challenged 
today to devise tests to demonstrate 
their effectiveness as vehicles for 
national advertising 

James S. Fish, vp of General 
Mills, told a diamond jubilee fall 
meeting of the Nationa! Editorial 
Assn. the tests would have to show 
advantages offsetting “the far 
greater cost per 1,000 of reaching 
prospects than through the media 
we use more regularly.” 

Mr. Fish said these factors also 
discourage national advertisers 
from using local papers: Lower 
readership of national ads com- 
pared to those of local concerns; 
lack of consistency of rates; lack 
of a national network of newspa- 
pers which would offer a simpler 
way of buying circulation; and lack 
of color reproduction 


® “More importantly, your ability 
to localize the content of your pa- 
per tends to make less important 
the more generalized advertising of 
the national advertiser,” Mr. Fish 
said 

“We feel your greatest strength 
is to add to the news of our prod- 
ucts which gets into your commu- 
nity by means of other media, the 
important elements of ‘where can 
I get the product?’ and ‘how much 
will it cost me?’ Here is where the 
local retailer advertising can pick 
up where we leave off and effec- 
tively consummate the ultimate 
sale. This, we feel, makes for ef- 
ficiency in advertising.” 


by 28,515 votes... 
which he carried Florida. 


ered by the Sentinel-Star . 
vard, Osceola, Polk, Indian River and Citrus, losi 
only Sumter and Marion [by a hair] of the Sentinel- 
a margin of more than 100,000 
votes in the Sentinel-Star’s Central Florida. 


Star counties ... 


GATEWAY TO THE 


“small” daily’s effectiveness: 


Here’s a recent demonstration of our 


We endorsed and outright campaigned for Dick 
Nixon because we honestly thought he was the better 


man. 


Our home county of Orange gave Mr. Nixon an 


overwhelming 72% majority. He carried the county 
more than half the margin by 


He carried other Central Florida counties cov- 


. . Lake, Seminole, Bre- 


The big Tampa Tribune and the bigger Miami 


and here are a few 


. We maintain 14 bureaus in ten coun- 
ties, with 52 employes. 


. We print six county supplements from 
four to 40 pages each, five days a 
week. 


. Our newspapers print more 
than any other paper in Florida. 


pages 


. We print a 4-color, page one political 
cartoon daily. Our prize-winning color 
equals that produced by America’s 
largest newspapers. 


. We frequently print full-color news 
photographs, and printed campaign 
pictures of Kennedy and Nixon in 
color three days prior to the election. 


Herald also supported Nixon, but their home coun- 
ties went for Kennedy. 


more facts, Mr. Fish: 


6. 


We print our own Sunday magazine, 
profuse with color, and twice the size 
of most syndicated, N.Y.-edited sup- 
plements. In our supplement we print 
stories and pictures of our own 
people. 


. We bought the largest reading matter 


type made [912 and 10 pt.) and we 
set it on the widest columns, like a 
magazine. Our papers are as easy to 
read as any in the U.S.A. 


. We try to keep up. We spent $5 


million in four years on presses, 
buildings, land, color and electronic 
equipment. 


- How do we do all these things? 


Simple. We haven’t paid a dividend 
in 20 years. 


Orlando Seutinel-Star 


Sales Management 


MOON 


MW ORLANDO, FLORIDA 
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protein-rich 
media mix 


America’s largest magazine 
(a Sunday magazine) reaches 
at least half of the families in 
counties doing 18% of total 
U.S. retail sales. But add 
Parade and the 18% jumps 
to 43%. 


PARADE|= - 


The Sunday 
Magazine section ot 
strong newspapers 
throughout the 
nation, reaching ten 
million homes 
every week. 
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into trouble, especially with those 
second-level members of the manage 
ment “team” whose approval is usually 
necessarv before any executive hiring 
IS done 

I have found that one of the easiest 
ways to wind up with your foot in 
vour mouth is to start talking money 
with these people. I make it a rule 
never to mention either what I am 
looking for or what I was making to 
anyone except the president, chair 
man or personnel director. 

The reason is simple enough. In 
the first place, if a v-p starts talking 
money, chances are that he is just 
being nosey. What vou are worth to 
the company is not his decision. But 
if vou give him a figure, and it turns 
out that vou have been making more 
or are looking for more than he is 
making, vou have made vourself an 
enemy. Fence all money questions by 
saying something like, “I really don't 
think we can concern ourselves with 
monev at this stage. I think right now 
whether the 
company and I can be of 
benefit. If so, the financial part of 
it will work itself out.” Of course, if 


we should trv to see 


mutual 


he replies that vou are at the money 
stage, vou more or less have each 
ther hooked. But he won't sav that 
if he is just snooping 

Another way to get into trouble is 
with your description of your talents 
Again, the trouble comes most often 
it the v-p level. I don't know how 
manv times | have hurt my chances 
mvself. And I would still 
be cutting my throat had I not run 
up against an unusually frank man 
{ had just finished outlining my reasons 
for thinking I could be of use to the 
Naturally, I laid particular 
stress on the parts that I thought 
vould most interest this interviewer 
He responded by agreeing that I could 
indeed make a very 


this wavy 


mpany 


valuable con 
And then he added, “But, 
trom your description, I can see one 
job in the company for which you 
are especially well suited. That job is 
mine.” Who could blame my inter 
viewer for not recommending me? 

I stress this point because in today’s 


tribution 


string-along interviewing you have to 
meet so many company executives 
Because this fulfills the double pur- 
pose of keeping you on the line and of 
making sure you would get along 
with the other executives, business 
specifics don’t count too much. Get- 
ting yourself out of a tight spot by 
saying too little to a v-p is better 
than risking a blackball by saying too 
much 


The Follow-up 
I said before that when you are 
job hunting you are really a sales- 
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man selling vourself. Just as you 
would probably not get an order on 
the first sales call at a certain com- 
panv, vou should not expect to get 
a job offer. But the good salesman 
knows he must follow up his first 
call. So must the job hunter. Nowhere 
is the old chestnut “out of sight out 
of mind” as true as it is in job 
hunting 

The follow-up comes a couple of 
days after the initial interview. Re- 
member that résumé that you didn’t 
bring on the interview? This is your 
first follow-up excuse. And, not only 
does it give you a reason to renew 
contact, but vou have also had the 
opportunity to rewrite the résumé to 
add emphasis to those parts of your 
career that you feel the prospect is 
most interested in. By the way, vou'll 
hear a lot about the “necessity” of 
keeping a résumé to one page. This 
is just not so! If the company is 
interested in vou, the executives won't 
mind reading a slightly longer résumé 


& Of course, a letter accompanies the 
résumé. I think this letter is more im- 
portant than the résumé. This is the 
best way I found to handle it: I sum- 
marize all the salient points of the 
interview in the letter. I restate the 
points I tried to make, and include 
any others I have since thought of 
Here again I tend to violate the 
rules. Thev sav that the business 
letter should be brief, and so it 
should; but this after-interview letter 
can easily run three pages in length 
I feel that, as with the résumé, if 
the prospect is interested he will read 
the letter. Accompanying the letter 
and résumé can be other material, 
such as any magazine articles you 
have written, that you feel the pros 
pect should see 

This little package always receives 
1 response. Sometimes it includes an 
offer for another interview. If not, 
follow up again in about two weeks 

You must have a way to keep track 
of these interviews. In just a few 
short months I have had some 200 
contacts in nearly a hundred com- 
panies. Some fizzled after a short 
interview, many are still in progress 
after many, many interviews. To keep 
everything straight without a system 
is impossible. I have worked one out 
that I have found very useful. 

I keep a complete card file of 
every contact I make. On the cards 
I include a careful summary of the 
conversation that took place. Need- 
less to say, I have quite a stack of 
notes. But to get the greatest value 
out of every interview, it is essential 
to remember details. 

This file is invaluable in the follow- 
up procedure. As I mentioned, your 


How to spoil 
the broth 


A number of activities—in addition to cooking— 
are susceptible to spoilage by “too many cooks,” 
and advertising is certainly one of them. 

This is because nearly everyone who can read 
advertising feels that he can also write it. And would, 
"If only he had the time.” This, therefore, gives 
him the right to rewrite other people’s copy, even 
people who have spent a lifetime acquiring a degree 
of professional competence. 

So everyone, in many companies, gets into the 
copy—engineers, lawyers, product managers—even 
their wives. There may be rare instances where this 
actually makes for good copy. But usually it makes 
a watered-down consomme out of what started out 
to be good strong-selling broth. 

What, if anything, can you do about it? 

You can give up in frustration, sigh and shrug 
and philosophically say, “Why fight city hall?” If 
you're an ad manager, you can be the last to put 
your initials on an ad. If you're a sales manager, you 
can stand aloof. If you’re an agency man, you can 
take the comfortable attitude that “a good ad is an 
approved ad.” 

Or—if you have enough weight, or are related 
to the Chairman of the Board—you can get a ruling 
that nobody, but nobody, except the advertising 
department gets involved in advertising. This is a 
dream every advertising man has—but is it a good 
dream? Can effective advertising be produced in an 
ivory tower? Even lawyers can have good sales ideas. 
Broth can be spoiled by lack of good ingredients 
just as surely as by too many cooks. 

The third alternative is to keep the engineers and 
the lawyers out of your copy—by getting them into 
your planning. Don’t surrender to them, but don’t 
ignore them, either. Work together; you’re on the 
same team. 

We've seen this work too many times not to 


believe in it. We believe in it to the point of making 


it a built-in, organized part of our account service. 
At least once a year (more often, if possible) we sit 
down with client advertising people, and as many 
from engineering, sales, finance, production, etc., as 
seems practical. We talk about their business, over- 
all, and as each specialist sees it. We talk about 
objectives—the ones we've been trying to reach for 
the past year and the ones we ought to be shooting 
at for the future. We talk about the people who are 
the markets, their problems, and what the product 
can do for them. 

There is one main result: Better advertising and 
sales promotion programs. A side effect is that be- 
cause all of the cooks have cooperated in creating 
the recipe, they have little inclination to spoil the 
broth. 


Monster Pekar 
Gebhardt and Led, Ine. 
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FOR EXECUTIVES IN INDUSTRY 

Any sensible plan to exhibit at trade or industrial shows 
should start with Exhibits Schedule. It is the only 
source of facts on every exhibiting opportunity avail- 
able. It covers every industry and country where indus- 
trial shows are held. ; 

With Exhibits Schedule you can discover when and 
where every show in your industry or allied fields is 
planned years in advance. Even if you don't know the 
correct name of a show, you can find it easily in 
Exhibits Schedule. It's three-way breakdown of events 
makes it simple to find what you want. 


FOR ADVERTISING AGENCIES 

No advertising agency can give its clients a complete 
marketing picture without a rundown on exhibit oppor 
tunities. For most ad agencies, Exhibits Schedule is the 
index used to spot show possibilities for clients. In 
seconds, agency personnel can extract potential exhib- 
iting opportunities for any client. No ‘more hours and 
days of wasted time to write or call for show facts. 
With Exhibits Schedule, all essential facts on all exhib- 
its are right before you. Exhibits Schedule is a refer- 
ence book that repays for itself in time saved every 
week. It’s the perfect place to start when a client has 
a new product to launch. 


FOR SUPPLIERS IN EXPOSITION FIELD 

Exhibits Schedule is the customer and prospect list for 
every supplier to the exposition field. It tells when and 
where business opportunities exist. As a mailing list, 
Exhibits Schedule offers complete names, tities and 
addresses. It provides all the basic facts to make an 
intelligent mail campaign to show managements and 
sponsoring groups. Exhibits Schedule is a vital cal- 
endar for exhibit builders. It helps to set deadlines and 
plan jong in advance for business peaks. 
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Your Complete 
Guide to 

EXHIBITS © TRADE SHOWS 
© INDUSTRIAL SHOWS 

TRADE FAIRS 

© PUBLIC EXPOSITIONS 

© STATE FAIRS 

Anywhere in the 

World 


Putlished Annually in September 


Suppiement Issued in April 


Exhibits Schedule 


Exhibits Schedule 


by? P ’ 


hare 


Exhibits Schedule 


4i-+ 


FREE TRIAL OFFER: 

10-day free trial. Put Exhibits Schedule to work if it 
doesn't give you the facts you want, return with no 
charge to you 


EXHIBITS SCHEDULE 
1212 Chestnut St., Philadeiphia 7, Pa. 
nciudes , 


Please enter my subscription to Exhibits Schedule (whict 


' 
supplement in the Spring) at $25 a year understand | may return , 
' 


within 10 days for full refund if | am not satisfied 


Name Title 


" Company 


Address 


City 


first follow-up is ready-made because 
of the résumé. But what happens after 
that? This is where the file comes in. 
You have set up a tickler system to 
show you when follow-ups are needed 
for which executives. It shows you 
that vou have had no contact with 
the president of XYZ in a couple of 
weeks 

You get your excuse from your file 
(remember, you can't seem hungry). 
You see by his card that during your 
first meeting you discussed a number 
of irrelevant subjects, perhaps boat- 
ing, a certain stock, art or something 
like that. Or mavbe he said he was 
having trouble deciding between two 
makes of automobiles. Or possibly his 
wife has a hobby or talent that was 
mentioned 

It then becomes a relatively simple 
matter to find a newspaper or maga 
zine article, or even some little re- 
lated gadget in a store, anything that 
will provide you with a “saw this 
and it reminded me of our conversa- 
tion” type of excuse. Of course, there 
are plenty of other excuses, too. If 
you see his name in the paper or his 
company begins a new advertising 
campaign or you publish an article in 
a magazine you have an equally good 
excuse for writing him. Naturally, 
when you write vou alwavs manage 
to get around to the point that you 
would like to see him again 

Now I know that vou are asking 
vourself, 


If this guy is so damned 
smart, why hasn't he found a job?” 
All I can say is that I have been able 
to present my case to the top echelon 
of practically every company I could 
logically work for. I am still in a 
position where nearly all of these are 
potential emplovers Negotiations are 
still open. And my six months aren't 
up vet. @ 


Want Reprints? 


Reprints of a study of “New 
York Buying Offices” are 
available. Price: $1.00 per 
copy. 


Write to Readers’ Service Bu- 
reau, Sales Management, 630 
Third Avenue, New York 17, 
N. Y. To assure prompt han- 
dling, please enclose remit- 
tance with your order. 


SALES MANAGEMENT 


SERVICE 
for a 


LIFETIME 


In 1922, when today’s average PM 
reader was born, POPULAR MECHANICS was 
reporting the first portable dishwasher, the 
first sound film, the first motor lodge, and the 
first regularly scheduled air service. 


Fifteen years later, PM was coming so close 
to the mark in reporting the development of 
atomic energy that government security people 
were becoming concerned. 

Today, POPULAR MECHANICS continues to 
cover the mechanics of modern living with fea- 
tures on airplane safety, atomic stockpiles, space 
flights. Also . . . on new cars, boats, home work- 
shops, hi-fi and other activities around the 
home. 

A lifetime of keeping men informed on the 
mechanical and scientific events that affect their 
homes, jobs, leisure-time activities, health and 
other vital interests is good reason why men 
frequently say: “Sure, I’ve read POPULAR 
MECHANICS as long as I can remember” — 
and why PM is known as the service magazine 
for men. 


Chances are, the kind of man who keeps alert 
to the mechanical and scientific developments 
around him is the kind of man who is interested 
in things men buy—including what you sell. 


You can reach him—and five million other 
men like him—in the magazine he turns to as 
his guide to what’s going on around him—to 
what to do, what to buy, and why. It’s his kind 
of magazine—the service magazine for men. 


POPULAR 
MECHANICS reporting the mechanics 
———EE 


of modern living 
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WORTH WRITING FOR... 


A selection of noteworthy studies of markets, 
media, consumer buying trends, product and 
service developments that can pay off for you. 


Albuquerque, N.M. 


A new market and television sta- 
tion study which charts the emergence 
of New Mexico’s No. 1 citv, now the 
country’s 56th most populous city 
It's in the geographic center of the 
Southwest, an area which economists 
predict will have more than 25% of 
the U.S. population by 1975. From 
1950 to 1960, population in the 
Standard Metropolitan Area jumped 
114,645 to 260,318 78.7%. Write 
Evan F. Mahaney, Station KOAT-TV, 
Dept. SM, 122 Tulane Dr. S.E 
Albuquerque N.M 


The Oil Business 


1961 market data book on the oil 
drilling-producing industry. Included 
are figures on the growth in mineral 
fuel consumption; exploration  ex- 
penditures; U.S. drilling activity and 
world-wide drilling activity; 
U.S. crude production; trends in pro 
duction; market for production equip 
ment; world production; estimate of 
1960 artificial lifting equipment ex- 
penditures. In addition, there is a 
section devoted to tips on how to sell 
to the oil production industry. Write 
W. J. Sagstetter, Sales Promotion 
Manager, Gulf Publishing Co., Dept 
SM, P. O. Box 2608. Houston, Tex 


costs; 


New England 


This study reveals that when com- 
pared to the other U.S. Census re- 
gions, New England ranks first in total 
retail sales, food sales and effective 
buying income. On a per household 
basis, it is second in general mer- 
chandise sales and apparel sales, 
third in drug sales, fourth in the 
furniture-appliance sales _ classifica 
tion. Included are data on how 62 


New England daily newspapers offer 
more than 88% dees - coverage 
of the region; magazine coverage; 
circulation comparison of print media 
—newspapers vs. regional magazines; 
television and radio stations. Write 
Kenneth L. MacMannis, Director, 
New England Newspapers Advertis- 
ing Bureau, Dept. SM, 515 Statler 
Office Bidg., Boston 16, Mass 


SOUTH BEND THIBUNE 000 


Petite ee tar 
SOUTH SEnO TaIeUNE 
SOUTH séne tnolana 

: 100 


SOUTH B9NO inOLANA maeatt ogre 


The South Bend Market 


Latest figures on population, in- 
come and buying power, retail sales 
employment, distribution, industrial 
diversity and amount of capital being 
invested in new shopping centers 
Highlights: It leads the State of 
Indiana in income per household and 
income per capita. Population in the 
Metropolitan Area te increased 
18.4% since 1950 and 50% since 
1940. More than 78% of the families 
have incomes over $4,000. Out-of- 
town customers account for 23.3% of 
South Bend—Mishawaka merchants’ 


business. Write Dean J. Wilhelm 
Advertising Director, South Bend 
Tribune, Dept. SM, South Bend, Ind. 


Package for Profit 

Details on the expanding aerosol 
market: history and growth of aero- 
sols; tips on how to develop an aero- 
sol package and enter the market; 
data on Freon propellents; lists of 
valve and container suppliers and 
aerosol loaders; advantages of aerosol 
packaging; recent studies of the areo- 
sol market; how to determine the po- 
tential market for a product; contain- 
ers available for every type of aerosol 
product. Write John E. Sly, Advertis- 
mg Manager, Freon Products Di- 
vision, Dept. SM, E. I. du Pont de 
Nemours & Co. (Inc.), Wilmington 
98, Del. 


Temple-Belton, Tex., Market 


Sixth annual grocery products sales 
performance survey report which 


shows how vour product measures up 


Surveved for the report were five 
chain stores and 20 independent 
stores. Fifty-eight products and 698 
brands are covered. Write William S$ 
Moore, Advertising Manager, Temple 
Daily Telegram, Dept. SM, Temple, 
Tex 


Tie-In Advertising 


A fact book for checking adver- 
tising tie-ins on products sold through 
grocery stores. It covers such pro 
grams as merchandising agreements 
without qualification as to perform- 
ance; minimum performance agree- 
ments; reimbursement at national line 
rate. One section is devoted to com- 
panies that do not offer a cooperative 
advertising plan in the distribution of 
products through grocery stores. Illus- 
trated with typical advertising of 
manufacturers’ own brand, advertising 
of specified competitive brands, in 
ferences as to general retailer in-store 
cooperation. Write Earl Swanson, Ex- 
ecutive Vice President, The Adver- 
tising Checking Bureau, Inc., Dept 
SM, 18 S. Michigan Ave., Chicago 3, 
il 


Sales Aids from Advertisers 


Have you written for these booklets 
or samples described in recent advertise 
ments in Sales Management? 


Selling the People Who Must Be Sold 
A new media data file. Dept. SM, In- 
dustrial Equipment News, 461 Eighth 
Ave., New York 1, N.Y 


Packaging Concepts: Details on fractional 
packs, transparent bundling, variety 
packs, portion packs, showcase packag- 
ing, billboard multi-packs, multi-packs 
Dept. SM, Film Division, American Vis- 
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cose Corp., 1617 Pennsylvania Blvd 
Philadelphia 3, Pa 


Incentive Award Plan: How men’s luxury 
sports coats are used for incentive awards 
by blue chip companies. Dept. SM, Carey 
Clothing Co., Inc., 113 S. Hanover St., 
Baltimore 1, Md. 


The Pontiac, Mich., Area: Newspaper 
home coverage study conducted by Ben- 
son & Benson, Inc., in consultation with 
Advertising Research Foundation, Inc. 
a SM, The Pontiac Press, Pontiac, 
Mich. 
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Advertising Balloons: Sample kit of prof.- 
itable ideas on store promotions, displays 
and other merchandising. Dept. SM 12, 
The Faultless Rubber Co., Ashland. Ohio 


TV Guide: A study in depth: who buys 
TV Guide each w and why. Dept. 
SM, TV Guide, Radnor, Pa. 


Sparking the Idea to Buy: How a news- 
paper can spark the urge to buy and 
motivate shopping on specific days in 
spelt types of stores. Dept. SM, Buffalo 
oe News, 218 Main St., Buffalo 2, 


A rose and a nose... Otto of 


Rose, precious natural product 


a 342 4842 of Evrope’s famed “Valley of 
the Roses”, must pass this final 


olfactory test after exacting chem- ® 
338 eseeo sa ical and instrumental analyses 


have eliminated all but the finest. 
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In Europe, South America or the Far East... wherever IFF customers 
I . 
on er Uu produce and sell their products, they can depend on the same 
precise quality and uniform product specifications that 


| | orld of typify IFF perfumes the world over. 


Custom made fragrances created and produced by IFF are giving 
distinctive sales appeal to an ever increasing number of 


Fragrance successful products in every market. 


4 tT van Ameringen-Haebler division 
INTERNATIONAL FLAVORS & FRAGRANCES INC. 


S2!iwest S7t" St. + New York 19, N.Y. 


Leading Creators and Manufacturers in the World of Fragrance 
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Rampbier American Deluxe 
2-Door Sedan 


Operating Figures Will Tell You... 


The 1961 RAMBLER 
Is Your Best Fleet Buy! 


if 


Rambler Classic Super 4-Door Station Wagon—6 or V-8 


Fleet operators’ own figures show Rambler is the 
soundest fleet buy. Initial costs are lower and re- 
sale value is higher. The All-New Rambler Ameri- 
can is the lowest-priced U.S.-built car, and all 
tambler models are priced below comparable 
models of other manufacturers. Rambler’s record- 
breaking economy means more miles per gallon. 
You save on maintenance costs, too. Fleet exec- 
utives rate the quality-built Rambler the most 
trouble-free car. Once you put a new Rambler to 
work in your fleet, you’ll order more Ramblers. 
Fleet owners always do. Better investigate today. 


Strongest Guarantee 
In Auto History! 


On all new Ramblers, the former standard 
warranty of 90 days or 4,000 miles is extended 
to 12 months or 12,000 miles, whichever 
occurs first. This warranty does not cover 
tire replacement covered by another warranty, 
nor normal maintenance. 


New Ceramic-Armored muffler and tail-pipe 
are further guaranteed against defects for the 
life of the car while the original buyer owns it. 


BO 


7 eect tisesitsiiethl 
—— 


See Your Rambler Dealer Fleet Leasing 
or phone or write Arrangements Available 


FLEET SALES DEPARTMENT—Dept. L-122 senaaiit tos MIND ald dl ce write watec the 


company for low Rambler rates or write us for the 


AM ERICAN MOTORS CORPORATION names of leasing companies with whom we have 


working arrangements for your convenience 
14250 Plymouth Road, Detroit 32, Michigan 
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The secret lies in making it as realistic as possible. If the par- 


ticipants are strangers . . . and if the trainee must make a 


decision based on the results of the role-playing session . . . 


chances are that the actors will take their parts very seriously. 


“You be the salesman and I'll be 
the prospect. Now, what are vou going 
to sav to me?’ 

Everv vear, these words are spoken 
by hundreds of sales managers to 
thousands of sales trainees. It is part 
of a little game called “role plaving.” 
On paper, it looks terrific. But in 
reality it is seldom a very productive 
training technique because of the diffi- 
culty in lending realism to the situa 
tion and the rapidity with which it 
invariably degenerates into an em 
barrassed, low-comedy joke 

Now, word comes from Pacific 
Fidelity Life Insurance (¢ ompany, Los 
Angeles, that role playing—with a 
couple of new twists—can be an in 
valuable aid in at least one area of 
training: teaching field sales managers 
how to use sound hiring practices 
when Cortisidering applicants for sales 
positions 

The new twists are these: (1) the 
role plavers are unknown to each 
other—this not only makes the drama 
more realistic, but prevents  self- 
consciousness and mock comedy; and 
(2) participants are expected to make 
decisions based on information gained 
during the role-playing session. This 


again introduces a serious note into 
the proceedings 

Every sales manager knows the 
importance of proper selection of new 
salesmen. Because of its great impor- 
tance, and because of the difficulties 
involved in accurate evaluation of 
candidates, most sales managers rate 
it as one of their most pressing prob- 
lems. And this problem is greatly 
accentuated in the field, where district 
managers often have no formal per- 
sonnel selection aids to lean on 


® Pacific Fidelity reasoned that con- 
ventional training methods would not 
really be adequate to solve this prob- 
lem. The level of hiring mistakes 
could not be lowered significantly if 
field managers were only half trained 
So the company turned to role playing 
as the only way to give practical, 
complete training in hiring practices 

if role plaving could only be made 
to work. The training session was 
planned by Fred L. Hunter, manager, 
customer service department and Dr 
Richard Nelson, western director for 
the Klein Institute for Aptitude Test- 
ing (now director of personnel and 
market research, warehouse division 


Sales Management 


of the Georgia-Pacific Corp.), working 
in co-operation with the management 
development department of Pacific 
Fidelity’s parent company, Pacific 
Finance Corporation. 

The first step was to develop the 
sound hiring practices that were to be 
taught, and to incorporate them into 
a written manual. This required a 
complete review of the backgrounds 
of men who had succeeded and those 
who had failed as Pacific Fidelity 
salesmen. From this, certain conclu- 
sions could be drawn as to the indi- 
vidual characteristics that would be 
most and least desired in future sales- 
men. 

Then, steps were taken to insure 
the success of the role-plaving part of 
the session. The purpose was to give 
the field managers the opportunity to 
put into practice the lessons offered by 
the training manual. They would be 
given the opportunity to interview 
“applicants” in a simulated situation. 

To duplicate reality as nearly as 
possible, persons unknown to the field 
managers were selected to act as ap- 
plicants. In reality, they were two 
parent nt wd management trainees 
whose background and experience 
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‘CIRCULATION: Combined Daily 230,814 


Go Ahead... BE GREEDY! 


Get it all. Get all the Syracuse Market. You don’t 
have to settle for less. 

Did you think you had to buy the great and rich 
-county Syracuse Market in parts? No,-Sir! It's 
‘rfectly permissible 


ALL OF IT. 


What's more, you can get it all one easy, efficient 


and certainly wise) to get 


way. The proof-loaded gentlemen from Moloney, 


Regan & Schmitt can tell you all about how the 
Syracuse New-papers deliver the whole 15-county 
Syracuse Market. How it’s crammed with 1,381,375 
nie } 
ri¢ 


[ big-income, 


What's more, 


peo powerful-spending 


people. 
thev'd like to tell you. Call them! 


Moloney, Regan & Schmitt like to satisfy even the 


most ambitious and meticulous advertisers with facts. 


FULL COLOR AVAILABLE— 
Daily & Sunday 


Results of 

Selling Resvarch Inc, 
Latest Test 

Market Survey 


the SYRACUSE NEWSPAPERS 


HERALD-JOURNAL & HERALD-AMERICAN 
Evening Sunday 


e THE POST.STANDARD 
Morning & Sunday 


Represented Nationally by MOLONEY, REGAN & SCHMITT 


Sunday Herald American 202,467 
Sunday Post-Standard 102,966 
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would qualify them as potential sales- 
men. 

The original job applications of the 
two trainees were updated and, with 
slight revisions, were reproduced so 
each field manager could have one. 
The two “applicants” were given sales 
aptitude tests, and the results were 
a reproduced. They were used at 
the end of the session so that the 
managers could check their conclu- 
sions against the test results (they 
were not told in advance that this 
device was being used). 

At the beginning of the session, the 
field managers were briefed on the 
hiring manual. Key areas for explora- 
tion were brought out along with sug- 
gestions on how to review application 
blanks and how to review attitudes 
via the personal interview. The field 
managers were told that they were to 
put their learning into practice w ith 
“two young men who had expressed 
interest in a selling job with Pacific 
Fidelity.” 

Then the screening process began 
The entire group of managers re- 
viewed each “applicant's” application 
form in detail. The managers dis- 
cussed the background and experience 
of the two men. They looked for 
failure traits, such as job hopping, 
recent separation or divorce, status 
or financial comedown and the like 
This served to emphasize the impor- 
tance of background review, and 
helped the managers see the various 
steps taken in an effective review 


> The group agreed that both “ap- 
plicants” seemed so far to fit Pacific 
Fidelity’s specifications 

The managers then split into teams 
of two for the role-playing interview 
Each team had the opportunity to 
interview each applicant privately for 
about 45 minutes. The managers 
knew that at the end of the interview 
they would be expected to be able to 
answer a number of “success ques- 
tions” set forth in the hiring procedure 
manual. 

The interviews were conducted in 
teams for these reasons: Although it 
gave each manager ample opportunity 
to ask his own questions, he was also 
able to pick the good points—and 
detect the bad points—of his team- 
mate's technique. In addition, it gave 
each man a chance to study the appli- 
cant closely while the other member 
of the team was doing the questioning. 

After this extremely realistic role 
playing was finished, the group was 
reconvened for a discussion of the 
interviews arid their conclusions about 
the two candidates. Interestingly, 
some sharp differences of opinion 
arose at this stage. With both “ap- 
plicants,” some of the managers were 


in favor of going ahead to the next 
step in the hiring process, the aptitude 
testing. Others were equally insistent 
about not proceeding any farther with 
one or both of the men. From the 
firmness of the opinions voiced, it was 
easy to see that all the managers had 
taken the role playing very seriously. 

The fact that there was disagree- 
ment points out an interesting phe- 
nomenon: the managers were con- 
vinced beyond doubt that, in spite of 
the fact that all agreed that the ap- 
plicants looked good on the applica- 
tion blanks, there was still plenty of 
room to go astray on the interviews. 
The fact that some would probably 
have hired the men and some would 
not have was an effective demonstra- 
tion of the need for improved hiring 
techniques. And it also showed the 
great 5 sae in relying too heavily on 
just the personal interview. 


> After this discussion, the two “ap- 
plicants’” aptitude test results were 
sprung on the managers. This al- 
lowed the managers to see just where 
their subjective opinions differed f sm 
the objective tests. 

When the tests had been thoroughly 
studied, each manager was again 
asked to make a decision on each ap- 
plicant and present his reasons for his 
decision. At this time the instructors 
who conducted the first-step familiar- 
ization joined the discussion. 

It must be admitted that there was 
still some difference of opinion at the 
end of the session. This, of course, is 
to be expected whenever the human 
factor plays as large a role as it does 
in hiring. But the objective was not 
»erfection. It was, instead, to give the 

‘id managers training in careful, 
sound employee selection procedures 
so they, by applying these techniques, 
could raise the ‘ir own hiring skills, 

This objective was met through 
“modified” role playing far better than 
through “book learning.” ® 


REPRINTS AVAILABLE 
FOOD PACKAGES 


as housewives see them 


If you missed any of the three 
parts of this series of articles, all 
three are now available in a 
single easy-to-keep booklet. The 
price is $1.00. For copies, write: 
Readers’ Service, Sales Manage- 
ment, 630 Third Ave., N. Y. 17, 
N. Y. 


FROM BROWN & BIGELOW SALESMEN 


How to Simplify 


Your Business Gift 


Problem.... 
By Clark Cooper, St. 


Louis 


Executive Advertising Counselor, Brown & Bigelow 


@ How is it at your company? 
Is your annual business gift proj- 
ect a battle with a bewildering 
maze of merchandise and mail 
order catalogs? Is it always a time 
consuming ordeal every year? 
Ready for a change next year? If 
you're open for suggestions, per- 
haps these thoughts will be helpful. 
1) Try a new approach. For ex- 
ample, consider a birthday plan 
or a Thanksgiving Day idea rather 
than Christmas distribution. Cus- 
tomer relations is an advertising 
function, so it’s good policy to use 
a plan that frankly possesses hon- 
est advertising value for you as 
well as excellent gift value for the 
recipient. Everybody can accept 
it gladly with no misgivings. Cus- 
tomers will appreciate it and re- 
spect you all the more. 


2) Have a definite objective. Plan 


3) Use a long range plan. Adopt 
a business-like, business-building 
advertising program with an im- 
pressive continuity theme you can 
follow several years. Then you will 
know two or three years ahead 
what is scheduled for your pro- 
gram. And you can polish off the 
job in 15 minutes once a year. 


4) Get advice and help from a 
responsible advertising specialist 
experienced in this field. May I 
recommend you call in the Brown 
& Bigelow representative in your 
community? bat the problem in 
his hands. Rely on his judgment. 
Start planning now for the coming 
year. It will not obligate you to 
ask him to lay out for your consid- 
eration an effective continuity pro- 
gram tailored to your market and 
budget. Your Brown & Bigelow 
representative is a full-time Re- 
membrance ® Advertising counselor. 
He will bring to you the helpful 


your program to: a) say 
thank you, b) build your 
corporate identity, c) main- 
tain an enduring friendly 
contact with key individuals. 


experience and the many de- 
pendable, top-quality facili- 
DB ties of the world’s leading 
and most respected adver- 
tising firm in this field. 


* CLARK COOPER, St. Louis, is dean of Brown & Bigelow’s staff 
of 1100 sales representatives in the U.S. With 41 years of adver- 
tising service representing Brown & Bigelow to St. Louis firms, 
Mr. Cooper is widely known and highly esteemed as one of that 
city’s outstanding personalities in the advertising field. 


Write Dept. A-11S for additional information on customer relations. programs 
or for the nome of the Brown & Bigelow representative in your community. 


BROWN & BIGELOW 


Ke em cols LAUCE pi dacn acne 


AINT A U 1 
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HELENA RUBINSTEIN 


DYNAMARKETER 


» me oe Madame Sells 


“... to bring out beauty, to pre- 
serve, to repair—this is my life’s 


work.” 
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‘Science of Beauty’ 


When a mere man ‘eaves the 26-room triplex penthouse 
apartment at 625 Park Ave., he wonders how Sex survived 
through all the aeons before Helena Rubinstein crashed 
this planet 

He wonders how women ever managed to lure. 

Women may wonder, too. Since a fresh-faced, Polish- 
born lass of 18 opened her first tiny salon to dispense 
advice and Wake Up cream in Melbourne, Australia, in 
1902, scores of millions of them have invested billions 
of dollars in the interim results of her endless research 
into the “Science of Beauty.” 

Since she first invaded America in 1915, our annual 
volume of marriages has doubled (accorcling to the World 
Almanac). The fact that in this period our divorce rate 
has quadrupled is something else again. What matters 
is that women were enfranchised and became rampant 
Suffrage and cigarettes and lipstick and rouge and Rubin 
stein all descended on them together 


® Rubinstein made the most of it. Seated in her three- 


story sanctum, I knew it would not do to bring up 
Madame’s wealth. But Life International already had 
said that she is “now worth at least $100 million, every 
penny of which she earned herself.” And I was discreet 
enough not to ask about her age. (On Christmas Day she 
will add another vear 

But I did mention competitors. And when I came to 
“the nail man” there passed over Madame’s enigmatic, 
square-jawed face an expression that migh! have been a 
sneet 

7 develop I prove. He copies!” 
“He,” of course, is that latter-day 


upstart Charles 
Revson of Revlon. By 


adding shoe-polish and cold-tablet 
concerns to his cosmetics, and promoting vigorously on 
such TV programs as the deplored and defunct “$64,000 
Question,” Revson has pushed sales four times as high 
as the record $31.1 million which Rubinstein could report 
to 800 stockholders for her American company for the 
fiscal vear ended last June 30 

Revlon leads both Avon Products, whose 100,000 sales- 
women peddle beauty from door to door, and Max Factor 
of Hollywood. Helena Rubinstein, Inc., New York, would 
appear to rank fourth. Half as large in sales size is the 
business of Elizabeth Arden 

History has it that Arden was busy beautifying Amer- 
ica’s carriage trade for five years before Rubinstein 
arrived History also records some beautiful bouts be- 
tween them. (Two decades ago, when Arden lured away 
Rubinstein’s general manager, Rubinstein replaced him 
with Arden’s ex-husband.) But today Madame savs that 
“Arden was never a rival. I'm not bitter about anything 
or anybody. I've never met Revson. I wouldn’t know him 
if I passed him on the street I wouldn't know Arden 
either.” 

Her comment on Factor is: “He 


consolidates overseas 
figures 


If Madame could consolidate the sum total of world- 
wide sales of products bearing the HR symbol, the figure 
-all in beauty products — might exceed $100 million 
The volume of the American company — of which she 
owns 46% —includes that of Canadian, 
Venezuelan subsidiaries. 

But elsewhere — in Argentina, Australia, Chile, Colom- 
bia, England, France, Germany, Italy, Mexico, New 
Zealand, South Africa, Spain and Switzerland — are fac- 
tories and offices and salons and other facilities which she 
personally owns outright, 100%. 

She is building a factory and salon in Israel, and she 
may open in Japan 

In this big, broad bailiwick, Madame reportedly em- 
plovs 100,000 people, of whom 30,000 are in sales. 
Rubinsteinites talk of 100 countries where her products 
may be procured. Even in the holy city of Lhasa, in 
Tibet, jars bearing the HR symbol have been found 
Madame’s promotion appears in “every language.” She 
herself speaks six of them. 

Because non-whites represent at least three-fourths of 
the world’s population, I asked Madame why she did 
not do more to cultivate them. But she intends to stay 
primarily with the Caucasians “for a while. I don't 
have enough trained people to go around.” It also seems 


that, as yet, the darker groups have more aspirations 
than money. 


Money counts 
tively “moderate.” 


Brazilian and 


But Madame’s prices are at least rela- 
Though she will not sell Woolworth 
or A&P, she also maintains (in an industry where mark- 


ups may reach 900%) that “no cosmetic is worth $100 
a jar.” 


& Outside of the U.S. the Rubinstein line is more limited. 
Seven years ago the Canadian factory started with a mere 
170 items. But in the U.S., Madame keeps available 
nearly 500. While some women go for Ultra Feminine 
which contains “estrogen and progesterone — the two 
vital female hormones”), the more conservative like Skin 
Dew, major ingredients of which are simply water lily 
buds, wine and fermented milk. 

Madame still sells her early-Australian Wake Up cream, 
renamed Valaze. In fact, she uses it herself. But she adds: 
“It does not sell very well. It is not expensive enough.” 

Her favorite color is purple — which, say color con- 
sultants, is “enigmatic, dramatic.” She did not need to 
learn from the dictionary that purple suggests “imperial 
or regal rank or power.” One of eight daughters of a 
middle-class Jewish family in Kracow, she had built her 
own substantial empire long before she married her second 
husband, in 1937. He was Prince Artchil Gourielli- 
Tchkonia from the Russian province of Georgia. His new 
princess set him up in the House of Gourielli in New 
York, retailing cosmetics to men and perfumes and gifts 
to women. The venture was not a success. 

But in her own operations, Madame can recall only one 
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HELENA RUBINSTEIN 


(continued) 


DYNAMARKETER 


red year — 
since 1902 

Save for a purple-and-pink cove! 
and a full-page picture of Madame 
stirring a new compound, the annual 
report of Helena Rubinstein, Inc., for 
the last fiscal year, is starkly simple 
In 11 paragraphs she sums up balance 
sheet, profits, dividends, operations 
and a proposal (since passed) to mul- 


and that “modestly so” — 


tiply the common shares outstanding 
from 600,000 to 1.5 million. 

In the face of “keen competition,” 
she wrote, consolidated net income 
rose nearly 20% from the year before, 
to $1.7 million. Sales represented a 
gain of 15% in one year and of 50% 
in five years. 

But “to achieve this growth, the 
company was required to expend sub- 
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letter received from Marbon ( 


Borg-Warner Corp 


hemical Div 
. Washington, West Va 


PROBLEM: How to reach sales prospects quickly and 


interestingly with all 


the technical 


facts about a 


comparatively new superior plastic material. 

SOLUTION: A 35-minute motion picture created and 
produced by Academy Film Productions of Chicago 
that tells the complete story dramatically and con- 


vincingly. (The cost: 


far less than you would pay 


anywhere else for comparable quality.) 


SUGGESTION: Find out how far your budget will go 
when Academy Films creates an audio-visual aid to 
help solve your communications problems 


cademy FILM PRODUCTIONS, Inc. 


123 W. CHESTNUT « 
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stantially increased amounts for ad- 
vertising and promotion,” and for 
product research and other purposes. 
This year, HR, Inc., is stepping up 
advertising again: “New ‘research- 
developed’ products will play an im- 
portant part in maintaining your com- 
pany’s leadership.” A whole new line 
is being introduced this fall. 
Madame does not reveal advertis- 
ing expenditures. These are estimated 
at $5 million, through two agencies: 
Ogilvy, Benson & Mather and L. W. 
Frohlich & Co. Unlike Revlon, which 
spends two-thirds of a $12-million 
measured-media total in TV, Rubin- 
stein prefers “the written word.” The 
appearance of those long-nailed hands 
on telecast commercials simply sup- 
plements the main story in magazines 
and newspapers. Much of the local 
advertising is cooperative with stores. 
Though associates join in naming 
the new concoctions, Madame herself 
conceived, among others, Heaven 
Sent, Skin Dew and Ultra Feminine. 
A favorite ad for the last depicts 
her in the New York apartment gazing 
thoughtfully at a statue of Venus. A 
caption says: “Female sex hormones 
gave Venus her femininity . her 
form, grace, silken skin. ULTRA 
FEMININE — with both vital female 
hormones — restores silken, young 
look to skin.” (A current guarantee 
offers money back in 30 days, if not 


beautified. ) 


> Madame’s fertile mind also dreams 
up dramatic promotions. The kick-off 
for Heaven Sent perfume was from 
Bonwit Teller’s roof. Some 500 sam- 
les in angel-shaped bottles, tied to 

lloons, were wafted down into Fifth 
Ave. For the new Color Lift hair 
tint each model paraded in a “dog 
walk” with a canine of the same 
color. 

Continuing promotions to the mid- 
dle-class market are the 2-hour “Paris 
Beauty Courses,” staged by Rubin- 
stein's carefully trained traveling dem- 
onstrators in ment stores. 

Though the salons in larger cities 
reach richer women, it’s re- 
ported that they “all lose money.” 
Madame corrects this to say that 
“they don’t make money.” 

But each year brings 80,000 of the 
faithful, and hopeful, to the New 
York Salon for a “Day of Beauty.” 
The Day, for $30, starts with a visit 
to a Viennese Ph.D., may include 
such disciplinary measures as being 
boiled in 3-foot bubbles, roasted in 
infra-red rays and depilatoried with 
liquid wax . . . and ends with Michel. 
This artist conceives a very personal 
“permanent” to “aps the customer 
today and insure her return tomorrow. 

"(continued on page 73) 


By every measure of important readership... 


most important magazine of all 


T? AN ADVERTISER 
“important readership” 
means the group of readers 
most concerned with his 
message. For example, take 
this very advertising mes- 
sage. Those readers who 
have not turned their atten- 
tion elsewhere at this point 
most likely have a role or 
an interest in achieving 
maximum advertising effec- 
tiveness for their companies. They constitute the “im- 
portant readership” of this advertisement 
And they have the greatest to gain from the following 
knowledge: for the first time in publishing history, a 
magazine devoted exclusively to the important, useful 
news of national and world events has attained a cir- 
culation of more than 1,000,000. 
Why should this fact about “U.S.News & World 
Report” excite such widespread interest among adver- 
tisers? The answer is found in a fundamental advertising 
equation that states 
A magazine's content determines the magazine's audi- 
ence which determines the magazine's advertising 
effectiveness 
The content of “U.S.News & World Report” naturally 
attracts the key people in business, industry, finance, 
government and the professions. They are the respon- 


sible people who use the important news for their 
business plans and decisions, their personal planning, 
investing and spending 

Their responsible positions are reflected in their average 
family income which is higher than that of any other 
higher than any magazine with 
more than a million circulation. And perhaps most 
significant of all, here is an audience that in the great 


news magazine 


majority reads no other news, business, or management 
magazine 


DID YOU KNOW THAT 

during the first nine months of 1960, the 100 largest 
advertisers in the news and management field increased 
their adveriising pages to a greater extent in “U.S.News 
& World Report’ than in any other magazine in the field? 


Here are the iwures 


1960 BOX SCORE (9 months) —100 Largest Advertisers 
1960 Pages 1959 Pages* Gains 
USN&WR" 1,155 9g 161 
FORTUNE 601 6 
BUSINESS WEEK 1,450 
TIME 1,062 
NATION'S BUSINESS 281 
NEWSWEEK 1,112 


Source Analysis of Publishers Information Bureau reports 


*Pages pieced 1959 by these samme 100 advertisers 


U.S.NEWS & WORLD REPORT 


America’s Class News Magazine 


now more THAN 1,175,000 ner Pain circucation 
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, * and those on your management team are successful or not, depending on the way you 
handle people, planning, problems, work, authority. It is in these areas that the most costly 
managerial mistakes are made . . . often quietly, unwittingly . . . in practically every 
organization. 


What are the symptoms of internal malignancy? Corrections? 


This booklet, “The 10 Biggest Mistakes Executives Make,” may be unsettling to you (and 
your associates) if you are blissfully unaware of today’s subtle measures of executive 
performance. 


“The 10 Biggest Mistakes” appeared earlier this year as a series of articles in Sales Man- 
agement magazine. So unprecedented was the write-in avalanche for extra copies that Sales 
Management has packaged the series between two covers. Many executives who read the 
original installments have ordered multiple copies for distribution to branch and division 
managers. Examples: New York Air Brake, 10; Paper Mate, 12; The Flintkote Co., 12; 
Maxwell House, 50—etc. 


Original articles authored by Management Critic Don Scott, of Scott Associates, whose 
organization has trained management executives in over 300 companies in 90 industries. 


“The 10 Biggest Mistakes” may not always help you reach the perfect solution. But odds 
on your being right will be dramatically improved. 


Price: 


$2.00 per copy 
Enclose check for 


Th 10 5 et prompt delivery. 


Address: 


Biggest ee ee 
Mistakes eS 
Executives — 

Make 


Copyright 1960 
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The Day, however, no longer in- 
cludes, for $1.65, a vegetarian lunch 
with Emeralds in Sunlight and Gau- 
guin Sunburst. “Each of those lunch- 
eons,” Madame recalls bitterly, “cost 
me $3 or $4. In the first year I lost 
$50,000 on them.” Today's customers 
can have a salad, sent in from a near- 
by food shop. 

Contrary to published reports, she 
never brought her lunch (two meat 
sandwiches and a leaf of lettuce) to 
work in a paper bag 

Madame’s jewelry, which she wears 
in abundance, is worth $1 million 
Her collection of objets d’art—ranging 
trom primitive African sculpture and 
antique furniture to Picasso, Matisse, 
Renoir and Modigliani—is worth much 
more. (Her favorites may be paint- 
ings of herself, done by 17 modern 
artists.) Her eight homes are the New 
York apartment, three residences in 
France, and one each in London, 
Mexico, Buenos Aires and Greenwich, 
Conn 


® Wherever she lives, she goes about 
turning off lights. She refuses to own 
an automobile: “The moment I buy 
it, I lose $1,900.” 

In New York and abroad, with the 
help of a stable of stockbrokers, 
Madame spends an hour or so each 
day studying and playing the market. 
In Rome severa! years ago she caught 
pneumonia and was put in an oxygen 
tent. Friends who called, fearing for 
her life, found her studying the morn- 
ing’s stock tables. From the tent came 
a crv: “The nebbish! I told him to 
sell that. It’s gone down three points!” 

Her father thought that his oldest 
daughter should be a doctor. In 
Switzerland little Helena (4 feet 10) 
studied chemistry and then medicine 
- until she came to surgery. The 
sight and smell of blood changed her 
plans. She went to Australia to visit 
relatives 

There, say her biographers, “her 
flawless complexion constantly at- 
tracted attention.” When more and 
more Melbourne women borrowed the 
face cream she had brought as pro- 
tection against the dry climate, Helena 
decided there must be money in it. 

She sent home for a shipment and 
opened a one-room salon. Dividing 
the room inte three parts, she talked 
to the groups in each about their 
separate skin problems. The English 
comedienne Nellie Stewart came and 
bought six jars of Wake Up cream, 
at $1 a jar, and Helena had her first 
“famous testimonial.” She started to 
run small ads in local newspapers 
From a “write-up” by a newspaper- 
woman, came 15,000 orders 

Here the historians differ. But 
whether she made $100,000 in the 


first 18 months or $500,000 in the 
first 12 months, the amount was am- 
ple as ammunition for broader con- 
quests. Leaving the Melbourne opera- 
tion in the hands of two of her sisters, 
Ceska and Manka, Helena went back 
to Europe to study dermatology. 

In 1908 she rented Lord Salisbury’s 
20-room Mayfair mansion for $10,000 
a year and turned it into a Maison 
de Beauté. Soon — at $1,000 to $1,500 
for the full treatment —“all English 
society was at her feet.” Also in 1908 
she married Edward Titus, an Ameri- 
can journalist she had met in Austra- 
lia. Their first son Roy is now v-p and 


crown prince of Helena Rubinstein, 
Inc. 

Before long, continue her publi- 
cists, “the tiny plump woman who 
made beauty care an intriguing ritual” 
was opening salons on the Continent. 

With the start of World War I she 
transferred the center of her ministra- 
tions to New York: “Shocked to see 
the purple noses of American women 
against their dead white skins, she 
recognized her life’s work here.” 

The “Science of Beauty” dawned. 
Madame a. formulas for each 
type of skin. Allegedly she was ‘first 
to cure acne with medicated cos- 
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To put it all Ad ty ) HELENA RUBINSTEIN 


in a jet pod la f DELTA ¢ he (continued) 
JET LEADER | metics.” In her initial “scientific ex- 


planation” ad in an American fashion 
to and thru the ‘ magazine, she made an all-out on- 
SOUTH slaught on sunburn and freckles. 
Soon Rubinstein salons were open- 
ing in other large cities, and more 
and more women were being trained 
to give treatments and to sell. Such 
department stores as Halle Brothers 
of Cleveland and the City of Paris, 
San Francisco, became interested 
Madame is said to have been first in 
Delta was first with DC-8 or Convair 880 Jets over cosmetics to hire women as traveling 
all ben ed 1 tod ff to 3 ti sales people and as demonstrators in 
rouves served ... and today olers up times department stores. 
more jet service than any other airline. Only Delta But by 1928, after all these years 
flies all 3 U.S.-built Jetliners . .. of working and rushing around 18 
hours a day, she thought she would 
Convair 880 Douglas DC-8 Boeing 707 enjoy just concentrating on the Euro- 
pean businesses and ‘living in one 
For immediate reservations, see your Travel Agent or call pce. er 973 ee, ee tee 
control of her American company to 
Lehman Brothers investment house — 


i = retaining only one-third of its shares 
| =~) — a y AN The Lehmans sold stock at $70 a 

share and set out to peddle Rubin- 
the air line with the BIG JETS stein’s beauty products to the big 
mass market. But though the volume 


was greater, the profit was less. And, 
Madame recalls, “they were rapidly 


SMITHCRAFTED!! a a 
Seeing is Selling —— that could happen, however, 


stock market crashed and the 
price of Rubinstein shares sank to $3 
Madame fought and won a proxy 
fight. For $1.5 million she bought 
back control. In the process her profit 
was $5.8 million. 

On such products as hormone 
creams, cosmetic manufacturers have 
been taken to task by the Food and 
Drug Administration and the Ameri- 
can Medicai Assn. 


Sales are often determined by the 
potential customer’s ability to see 
and feel. 


In the Ceramic Tile 
business, bulk and 
weight have always 
been a detriment to a 
successful sales presen- 
tation. In order to solve 
a heretofore insoluble Madame Rubinstein has sold her 
problem NATCO turned share of these, and of placenta ex- 
to the design depart- tracts (the HR Tree of Life line “con- 
ment of The S. K. tains Placene, extracted from pre- 
Smith Company. The natal nutrients”). But at least she did 
results ... not board the “Royal Jelly” band- 
wagon. After a visit with Sir Ed- 
NATCO can now send their sales force into the field armed with a mund Hillary, conqueror of Mt. 
complete and compact sales kit containing 30 color and design Everest, at his bee farm in New Zea- 
samples. If your sales aid problem is causing you to lose sales or land a couple of years ago, she con- 
preventing the increases to which you are entitled, have your prob- 


ng r ; cluded that all the world’s bees could 
lems — SMITHCRAFTED. not produce enough of it. But she 
Iilustrated Brochure Available on Request a camer sages on es petehy 
which the bees gave her rivals. 
THE S. K. SMITH COMPANY [gigi | (Wen, 1 sw Madame one, dreary 
’ 9 aut al Friday afte , she said 
CREATORS OF SALES AIDS FOR MORE THAN FORTY YEARS SMITH de ons ten Oe to Senge i ee 
2857 N. WESTERN AVENUE, CHICAGO 18, ILLINOIS CRAFTED pee a “fen ‘ 
OPNCRS 04 408 Altbenae. Cauienaees anes sane wae week. But the tone was of one who 


no longer approves o Ww >, 
PLANTS IN CHICAGO AND LOS ANGELES os PP ; of her — eo 
For the present, Rubinstein com- 
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plained, “I can’t open more salons. 
There are too many other things to 
do. Besides, it’s hard to train enough 
people fast enough. . . . And every 
year people get more demanding. 
Very few people work as hard as they 
did 20 years ago.” 

The Science of Beauty becomes 
more pressing, too: “Modern ingre- 
dients are so different.” 

Madame says she “can visualize the 
businesses carrying on without me. 
New York does all right when I'm 
away—my managers have been given 
substantial authority. . But I keep 
in touch! 

“We make annual sales forecasts. 
But we don’t have ‘targets.’ And | 
don't beat them over the head.” 

She will not “diversify” into other 
industries. Today, as always, “to 
bring out beauty, to preserve, to re- 
pair — this is my life’s work.” 


> HR, Inc., will continue to sell pri 
marily through the salons and depart- 
ment stores and drugstores: “We 
haven't gone into variety chains vet 
Definitely, we won't sell to super 
markets!” 

Madame herself has never gone in 
for extensive beauty treatments. “It 
takes time,” she explains. Nowadays, 
in the evening, she likes to sit and 
read: “I read everything, but I prefer 
biographies.” She likes to listen to 
music and conversation. Here and 
abroad she keeps on finding and de- 
veloping “protégés painters, musi- 
cians, writers all in the arts.” 

In the thirties she found time to 
write three books: “The Art of Femi- 
nine Beauty,” “This Way to Beauty,” 
“Food for Beauty.” 

Except for $250,000 for an art 
pavilion at Tel Aviv, to encourage 
exchange of Israeli and American 
artists, and a chair of Science at 
Brandeis University in Massachusetts, 
most of her philanthropies have gone 
unpublicized. These range from blood 
banks for needy children to shim-area 
community centers 

On the other hand, several vears 
ago, she made sure she made news 
by commissioning 20 Italian artists 
for paintings of the U.S. Because 
only two of them had ever been here, 
most of the results were spectacular. 
One, who specializes in burning 
churches, showed St. Patrick’s Cathe- 
dral afire. Another depicted the Rock- 
ies rising out of the sea. After ex- 
hibiting all 20 in Rome’s L’Obelisco 
gallery, Madame brought them home 
to age — and appreciate 

Sometimes, today, Helena Rubin- 
stein regrets the pace of American 
competition. “In the Old World,” she 
says, “you make one good product 
and you are set for 5 generations.” @ 
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Oil Marketers Are In 
The Trucking Business 


Oil marketing is basically “moving oil to market.” And that takes trucks 


thousands and thousands of them, fifty million dollars worth of new 


ones every year ... just to deliver America’s minimum daily diet of fou: 
hundred million gallons of gasoline and fuel oil to service stations and othe 


Except for the size of his widespread truck fleet, Fred Hague, Sun Oil 
Company’s manager of motor transportation, for example, could be considered 
typical of all truck-buy truck-operating oil marketing management men 
He is pictured here in two somewhat symbolic situations. One typifies his 
(and their) interest in the design and construction of new oil hauling equip- 
ment, including the components and materials used. The other emphasizes his 
(and their) unending effort to get the maximum safe and economical service 
out of every truck. Both these interests, and they overlap because construc- 
tion and materials affect maintenance just as maintenance needs affect design, 
make Fred Hague and all the other truck-buying, truck-operating readers 
of NaTIONAL PetroLteum News who spend that fifty million dollars a year for 
trucks prime targets for advertising of trucks and all the components, mate- 
rials and equipment used in and on them 


But oil marketers are not only in the oil trucking business. They are also 
big buyers of stake, panel and specially-equipped trucks. The transportation 

marketing equipment, lubricants, anti-freeze, LPG cylinders, heating 
equipment, tires, batteries, and a multitude of other products is a basic part 
of oil marketing operations. Besides that they buy the trucks used in the 
maintenance and service of oil marketing and heating equipment. 


In short, it is not just oil trucks, or even trucks in general that oi] market- 
ing management men buy and are vitally interested in, it is every single 
product and service used in marketing oil. Storage tanks, valves and fittings, 
warehouse equipment, accounting machines, service station construction ma- 
terials, lifts, compressors, lighting equipment, tools, tires, anything and every- 
thing used in the storage, transportation and merchandising of petroleum 
products is bought first, most and primarily by oil marketing management 
men. And, as no one of any objectivity can dispute, the best single way to 
réach them is through the advertising pages of NaTIoNAL PetroLteum News. 


A Fred Hague, Nationa! Petroleum News 
reader and Sun Oil's Manager of Motor 
Transportation at one of his truck main- 
tenance and repair centers, 


A Fred Hague (left), on inspection trip to 
plant manufacturing trucks for Sun. 


IBM'S NEW EXECUTARY could be oa threat or 
a boon to the dictation machine industry. 


Who's Afraid of 


The hobgoblin of all marketers is the specter of a giant com- 


pany with unlimited resources and an army of salesmen invading 


their fields. Yet when IBM announced its entry into the dicta- 


tion machine industry recently, it found the welcome mat out. 


“Welcome to our 
competitor,” said Dictaphone Corp 
IBM brought out its 
dictating system. Sound 
responded to the in 
vasion with remarkably high spirits 
inviting the big company into a field 


W here 


distinguished 
when new 
Executary 
scriber Corp 


“there’s plenty of room for 
evervbods 

While such public 
hide private fears might be expected 


from 


statements to 


with 
new and big competition, these com 
panies apparently mean it. Far from 
threatening their markets, IBM's pres- 
tige, large resources and sales force 
promise to provide the industry with 
the shot in the arm that it has long 
needed 


smaller companies faced 


Manufacturers have so far 
been able to capture only about 20% 
of the potential market, in spite of 
the fact that both McGraw-Edison, 
maker of the Voicewriter, and Dicta- 
phone have been in the industry for 
more than half a century 

Until 1959, machines 
never really got off the ground. At 
that Manufacturing Co 
with its Audiograph Sound- 
scriber, two of the four leaders in 
the field, moved out of the red. Dicta- 
phone, always healthier than the rest, 
increased its sales by 16% over the 
previous year. But this high point in 
the industrn total 


dictating 


time Gray 


and 


when domestic 


sales reached $45 million represents 
only a $7-million growth from 1955 
to 1959 

The Office Equipment Manufac- 
turers Institute states that office equip- 
ment in general has grown from $1.75 
billion in 1950 to $4 billion in 1959 
dictating will 
have to go some to match the growth 
pattern of its rich relative. 


Obviously, machines 


The smaller outfits are not worried 
IBM's 
Instead, giant 
carving out new places for itself in 
the 80% of the market still untouched 
And they 
immensely from the educational job 
the big company will do 


about going after their busi- 


ness they see the 


see themselves benefiting 


& Therein lies the crux of marketing 
problems in the industry: education 
Most of the older companies in the 
field have been trying to educate the 
business population to the benefits of 
modern communications techniques 
in the form of dictation machine sys- 
tems, but it’s a big job 

Most of them have some sort of 
follow-up educational plan to help 
their both dictators and 
transcriptionists, to get the most out 
of thei: Soundscriber has 
textbooks machines in use at 
numerous business colleges and high 
schools 


customers, 


systems. 
and 
communica- 


where business 
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tions courses are taught. Dictaphone’s 
textbooks and machines are used by 
Colorado State University, Chicago 
Board of Education and 4,000 school 
houses in the U. S 

While IBM currently plan- 
ning such ambitious educational 
undertakings as these, it will provide 
books and formalized courses of in- 
struction to its customers 

The Executary will be marketed 
through the company’s electric type- 
writer division’s 190 sales offices. The 
large number of electric typewriter 
owners using IBM machines represents 
a ready market for the new product, 
and the division’s large service organ- 
ization can assume some of the follow- 
up educational functions. 

IBM's experience with distaff re- 
sistance will come in handy, too 
Soundscriber’s recent survey of po- 
tential user objections shows a great 
deal of psychological resistance com- 
ing from that quarter. The executive's 
private secretary is usually a. career 
woman who takes pride in a close 
association with her boss. She likes 
to feel that she helps him come to 
decisions as she takes dictation, and 
she resents the idea that she can be 
replaced by a machine. 

Much of IBM’s sales. ammunition 
will be directed at her. The company 
knows from _its experience with 
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IBM’S EXECUTARY (I) uses magnetic head to record sound on iron oxide treated 
belt. Dictaphone’s Time-Master (r) uses stylus to emboss vibrations on plastic belt. 


electric typewriters that an executive 
frequently seeks his secretary's advice 
on whether or not the company should 
buy a new machine. After all, she'll 
be the one who uses it. 

But executives have raised some 
psychological objections, too. Their 
private secretaries represent status 
symbols within the organization which 
they are reluctant to give up. Many 
are bothered by mike fright, and they 
miss having someone they can bounce 
ideas off while they are dictating. 

But the objections, say the dictating 
system producers, have such strength 
simply ames the industry has not 
been able to fully educate potential 
users to the time- and money-saving 
advantages. And the educational job 
is so big that they just don’t have the 
resources to bring their arguments 
home to enough people. 

The industry is now dominated by 
Dictaphone, with 50% of total volume. 
About 20% to 25% goes to the rest 
of the domestic manufacturers, with 
McGraw-Edison, Gray Manufactur- 
ing and Soundscriber getting the big- 
gest shares. Estimates of the amount 
of business done by importers are 
difficult to make. Some go as high as 
25% to 30%, but these figures are 
based on the number of dictation 
machine units coming into the country 
and do not necessarily represent the 
number sold. 


> Nevertheless, importers have been 
claiming larger shares of the market 
in recent years. DeJur-Amsco’s Steno- 
rette portable dictator has sold very 
well, and Norelco is another strong 
importer. When these companies first 
appeared on the American scene, 
their considerably lower prices gave 
U.S. producers cause for concern. 
Americans countered by improving 
the quality and performance of their 
standard machines and developing 
new devices with additional uses to 
work out of the basic system. Tele- 
phone hook-ups to recorders, remote 
systems, and systems that allow 
several dictators to talk into the same 
machine came into being. Among 
other things, Dictaphone brought out 
the Dictachron, a time announcer, 
and developed devices to be used 
in the classroom. Gray's president, 
John W. Wibel, said that he fully 
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expects the a applications 
to eventually outstrip the traditional 
dictating uses. Most companies have 
plans for integated systems that will 
take letters, communicate orally with- 
in an office, answer telephones and 
record telephone conversations and 
discussions. Machine makers no longer 
sell machines; they sell systems. 

Since IBM bought the rights to the 
Pierce Corp. machine last year, the 
industry has been expecting its new 
competitor. Originally a wire recorder, 
the machine underwent considerable 
changes and finally emerged as the 
Executary magnetic belt recorder. 
IBM has plans for eventually bringing 
out a portable dictating machine as 
well, but nothing has been said as 
yet about elaborate systems such as 
those developed by the other manu- 
facturers. 


> As the big company gets its market- 
ing program under way, here are 
some of the things that will make its 
small competitors happy: While it is 
doubtful that IBM will win over 
many of their customers, the smaller 
outfits will get extra mileage from 
the giant's promotion and publicity 
campaigns. The better the educational 
job that IBM does on that untouched 
80% market potential, the less the 
smaller companies have to do. The 
better the selling job that IBM does 
for its 3-unit system, the easier it 
will be for the others to sell customers 
on the greater efficiency of the more 
complete systems. 

Soundscriber is particularly happy 
that IBM’s machines are magnetic 
Its own basic units were always the 
non-magnetic, embossed disc type, but 
it recently bought a magnetic head 
recording machine from Minnesota 
Mining and Manufacturing Co. and 
apparently hopes to market it soon 
Naturally it would be delighted if 
IBM gains public acceptance for 
magnetic machines. 

If anyone gets hurt, it will be the 
importers. They might not be able to 
compete with the tremendous pres- 
tige, sales forces or service organiza- 
tion of the big company. 

All things considered, there is not 
much harm that IBM can do the little 
guys, and it can do them a world of 
good. @ Cjs 


You'll 

miss 

half 

of the 
retail sales 
if you 
don’t use 
Megatown 
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marketing 


unit 


The growth of Megatowns around the country is one you understand its repercussions and utilize them 
of the most important facts of the mid-twentieth for profits, we have prepared a basic study and guide 
century. It must and will seriously affect present to MEGATOWN. For your copy write to Director 
marketing concepts and practices of top-level execu- of Research, Westinghouse Broadcasting Company, 
tives in merchandising, sales and advertising. To help Inc., 122 East 42nd Street, New York 17, N. Y. 


wee) Westinghouse Broadcasting Company, Inc. 
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RADIO: BOSTON WBZ +WBZA PITTSBURGH KDKA CLEVELAND KYW &} 
FORT WAYNE WOWO / CHICAGO WIND PORTLAND KEX TELEVISION: BOSTON WBZ-TV 
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WHAT'S UP? 


in Portland, Oregon 


RETAIL 
ADVERTISING 


UP 14% 


Are you looking for an action market? Portland is it! 
Already in the top 10% metropolitan markets by 
every business and population measurement, 
Portiand is now experiencing a doubling in 
department store selling space, an invasion by 
supermarket chains and the greatest sales rush in 
its history. And The Oregonian, as you already know, 


is the primary advertising force to sell Portland 
Some Interesting 3rd Quarter Figures* and The Oregon Market. 
1959 1960 


1,770,138 


Now’s the time to SELL with the 


t Portiand, Oregon 
Represented Nationally by Molor 


ey, Regan & Schmitt, Inc 
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: TRENDS IN PACKAGING AND PRODUCT DESIGN 
meat &F / | SRI SEEN IE 


SYSTEMS PACKAGING THE NEW WORD FOR THE SIXTIES is systems—systems this and 
systems that in all phases of marketing—indeed, even systems marketing. 
ides The latest is systems packaging. But what it all means is a coordinated, 
economy in the ‘60's ¢ ce : 
broad, management-level approach to decisions that are contingent on 
other decisions—no less so in packaging. The package must be considered 
an element in the marketing goal. 

Marketers are beginning to realize that you don’t simply change a 
package design when there's a marketing problem, then hope for the 
on Neither do you approach the design of the product package without 
taking the manufacturing, packing, transporting, warehousing, advertis- 
ing, and merchandising of the product into consideration. 

Packaging mistakes are becoming too costly for the isolated approach. 
Companies are looking for ways to cut costs in all phases of marketing 
their products. Packaging, therefore, can’t be left to the decision of the 
purchasing agent or anyone else who is not aware of the total distribution 
and sales goals; it is a top marketing decision. 


a ae 


or pee EER AY 


CBN kG S sail’ 


Mead Corporation's 


... At the opening of the New Products Division of the Mead Corp., 
New Products Lab 


a laboratory for studying packaging problems from the manufacturer's 
»roduction line to the consumer, many examples were cited of the 
hit-or-mise approach to packaging that many manufacturers use. Many 
companies, it was stated, still permit packaging to be purchased by 
a person who can only ask “How much?” and then choose the “cheapest” 
packaging material and package. When the subsequent losses of products 
and sales are totaled, the “cheapness” is difficult to pinpoint, or justify 

Projects for the new Mead package development center at Cincin- 
nati are presented by Mead salesmen who hear about customer problems 
in their rounds, by others in the Mead organization, or by the customers 
themselves. 

Other modem integrated packaging material manufacturers and con- 
verters provide similar services in varying degrees. At Mead, all facets of 
packaging development—design, engineering, testing, and marketing— 
have been located under one roof. 

These are some new packages that are now being introduced: 
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gone, the nail keg + automatic nail packaging. A heavy-duty corrugated paperboard carton 


has replaced the old wooden keg for handling nails. The package folds 
into shape from a single blank, providing a pouring spout at the top. 
Nails are aligned by magnets to eliminate voids. 


poultry packaging .-» Improved paperboard packaging for shipping ice-packed poultry 

in paperboard replaces wire-bound wooden boxes (not reusable) with great industry 
savings in box cost, labor and spoilage. The paperboard containers are 
unaffected by melting ice. 


paperboard drum 


eag ome ...polyethytlene coated paperboard container for bulk shipment of 
or frozen 


frozen food (fruit, vegetables), concentrates and non-foods, is expected 
to cut food processors’ costs 15%, by replacing metal pails. 


DE-PACKAGING NEWS THE SEE-V-NOTCH, a V-shaped cut along the edge of a film unit 


package permits the user to see and feel the place along the edge of 


unit package the oy where it will open most easily. Developer of the IL See-V 
notch is the Ivers-Lee Co., Newark, N. J. 
unglued flaps .» » Easy-to-open corrugated shipping container is being used to dis- 
on corrugated box tribute “Southern Gold” fresh orange juice. The shipper, developed by 
Container Corp. of America, has side flaps which meet at the center 
and which are closed first. The end flaps, sealed outside, do not meet. 
Scored, unglued sections of the end flaps are readily raised, pulled back 
to quickly and easily open the shipper. 
continued & 
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HOW DOES YOUR 
PACKAGING 
RATE WITH 

HOMEMAKERS? 


Now available from Sales Man 
agement is a reprint of a three- 
part article on “FOOD PACK- 
AGES As _ Housewives See 
Them.” This report, on the at- 
titudes, opinions, likes and dis- 
likes of a balanced sample of 
over 1,000 homemakers, is di- 
vided into three main cate- 


gories: 


1) “We’ve Changed, but too 
Many Packages Haven’t” 

. A show of hands, and 
minds, proving that the 
average housewife is usu 
ally willing to pay a little 
more for a more conveni- 


ent or efficient package. 


‘New Packaging That We 
Want” .. . Personalized 
desires and opinions on the 
various types of packag 
ing ideas such as alumi- 
num cans, soda containers, 
multiple package holders 
and plastic packaging. 


“Packages We Like; the 
Ones We Don’t” . . . Com- 
ments and gripes from in- 
dividual homemakers about 
the packages they like — 
and dislike — and what 
improvements they would 


like to see accomplished. 


The entire series, in booklet 
form, $1.00 per copy, from 
Readers’ Service, Sales Manage- 
ment, 630 Third Avenue, New 
York City 17. 


TRENDS IN PACKAGING AND PRODUCT DESIGN 


PAV, | (continued) 


NEW PACKAGES 


plastic aerosols—a breukthrough 


THE SUCCESS OF THE METAL AEROSOL CONTAINER 
has also contributed to one of its drawbacks as a tool in gaining 
that individual competitive edge. The economics of the industry 
made it unfeasible to produce cans of different shapes, to order, 
as the plastic bottle industry has. Now, Du Pont announces the 
first aerosol to be made from Delrin acetal resin. The new 
plastic aerosol is being used by Avon Products to introduce its 
new “Buttons ‘n’ Bows” spray mist. A lightweight aerosol, 
brighter, with more vivid colors, with a three dimensional 
design molded into the surface are the stated advantages. 
Delrin is said to be strong, with high impact resistance. In- 
jection molded, the new aerosol is teardrop shaped. 


NEW MATERIALS 


coatings and laminates 


MOST NEW GROUND in packaging materials is being broken 
by the widely varied and versatile combinations of plastics, 
foils, films, paper and what not. Paper, for instance, hardly 
ever appears as paper alone, these days, in packaging material. 
It's been made waterproof, greaseproof, heat-resistant and cold- 
retaining by use in combination with other materials, and so 
it has continued to hold a very important place in the market 
of packaging materials. This trend will intensify, experts predict 
Who will be first with a single sheet cigarette pack? 


Mylar coated corrugated kraft 


. «+ In the first known application of Mylar as a protective coat- 
ing for corrugated sn a returnable hot food container 
has been developed for United Air Lines for all its piston-engine 
service in the U.S. and abroad. Hinde & Dauch Division of 
West Virginia Pulp and Paper developed the Du Pont Mylar 
laminated paperboard. 

The old uncoated corrugated boxes became unsightly and 
unusable in about 15 trips. Now the useful life of these food 
containers has been extended to at least 75 trips. While the new 
containers cost about 55% more, this is more than offset by the 


extended useful life. 


price cuts affect laminates 


..+ The fast growing combinations of aluminum foil and poly- 
ethylene will gain a new stimulus in the announcement of price 
reductions in certain laminated package materials using foil and 
polyethylene. 
Reynolds Metals announced price cuts that will amount to 
approximately 7 to 10% for some of these combinations as a 
. result of a recent decrease in polyethylene flakes. The price 
cuts will vary depending on specifications of the combinations. 


polyethylene and saran 


..+ Food packaging will have the benefit of a new member in 
the growing roster of combination materials—polyethylene- 
saran. According to U.S. Industrial Chemicals Co., this packag- 
ing material combines “the economy and machinability of poly- 
ethylene with the outstanding barrier properties of saran.” The 
new material is said to be odorless, and completely unaffected 
by oils and fats. It is also impermeable to gases and vapors. 
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LEE ATOM LNA EBERLE OPE NE 


SES 


Our Regional Research Facilities 
Can Give You: 


. Information on statistical source ma- 
terial, public and private. 


. Back data and forecasts on economic 
trends for specific markets. 


. Help in setting sales quotas. 


. Help in ironing out weak spots in 
distribution. 


. Information on the location of good 
markets (and bad). 


. Information on the characteristics of 


any market for both consumer and in- 
dustrial products, new and old. 


. Current estimates and forecasts of 


the volume of business in your in- 
dustry. 


8. Forecasts of company sales. 


9. Information on where to locate new 


10. 


retail outlets. 


Information on where to locate new 
manufacturing facilities. 


As specialists in all regional aspects of market research, of which the 
data published in the Sales Management Survey of Buying Power 
represent a single though important by-product, Market Statistics, Inc. 
is in @ position to supply quick answers io a variety of questions bearing 
on the basic problems of distribution. If you want to know where to 
locate a new outlet, or where to pick a new distributor, or whether to 
hire or fire salesmen for Area A as opposed to Area B, we may already 
have the answers, or will be able to help you get them. 


In addition, we have successfully integrated the use of SURVEY OF BUYING 
POWER data with field surveys to 


. Determine your total potential mar- 
ket and how to reach it. 


. Establish share of each manufac- 
turer's sale in total market. 


. Determine the characteristics and lo- 
cation of your market. 


. Determine consumer brand knowl- 


edge, brand loyalty and brand 
switching. 


. Establish consumer and market atti- 
tudes toward your and competitors’ 
products. 


6. 
7. 


8. 
. Conduct sales and dealer studies to 


12. 


Improve product design and pack- 
aging. 

Determine comparative prices, profit 
margins and turn-over studies. 


Analyze causes for business decline. 


improve external and internal sales 
set-up. 


. Conduct new product studies. 
I. 


Conduct motivational research stud- 
ies to determine consumer attitudes. 
Conduct probability sampling to de- 
termine consumer attitudes. 


In short, the complete range of market research problems can now be tapped with the facilities of 


MARKET STATISTICS, INC. 


Research Consultants to Sales Management 


630 Third Avenue, New York 17, N. Y. — YUkon 6-8557 
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| Specialized 
; VERTICAL 
: ‘PUBLICATION 


With a HORIZONTAL COVERAGE 


read by over Ai 000 Counter, Fast Food and Fountain Restaurants 


NO MATTER WHAT YOU CALL THEM — fountain restaurants, counter 
restaurants, luncheonettes, coffee shops, industrial cafeterias, 
diners, sandwich shops, drive-ins, etc. 


NO MATTER WHERE YOU FIND THEM — in drug stores, variety stores, 
department stores, confectionery stores, airports, railroad sta- 
tions, bus terminals, etc. 


ON MAIN STREET OR MAIN HIGHWAY OR IN INDUSTRY — they all have 
one thing in common — 


FAST SERVICE 


When you specify Fast Food for an advertising schedule, it’s an 
assurance of a market well covered vertically and horizontally. 


A BILL BROTHERS PUBLICATION 
B PA 630 Third Avenue veacpee Se ogy YUkon 6-4800 NB P, 


Mid-Western Office: 333 N. Michigan Ave., Chicago 1, Ill., State 2-1266 


Pacific Coast Representative: 
The Richard Roilton Co., Monadnock Bidg., San Francisco 5, Calif, Sutter 1-1060 
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TWO WELTER-WEIGHTS, Teem, 


from Pepsi's stable and 


Fanta, from Coke’s, are departures for the cola producers. 


Coke and Pepsi Gird 
For the Non-Cola Battle 


Both Coke and Pepsi have decided 
to give their cola familys 
little fizzers 

After vears of successfully 
ing nothing but colas, the 
of the soft drink industry have 
a long hard look at 
and decided it is good 
has ventured even farther 
Pepsi It 
Maid ( orp 
merger, Can now provide 
for the first-thing 


some new 
market 
two giants 
taken 
diversification 
Coca-Cola 
afield than 
Minute 
through 


i beverage 


recently brought 


into its family 
in-the-morning too 
be even mort 


n the 
new 


Coke and Pepsi w will | 


strongly in competition future 
Each has brought out 
soft drinks 


Same reasons 


lines of 
and for approximately the 

It's not that their colas 
well 
no top to their markets 


iren't doing Seemingly there's 


Pepsi is candid about its reasons 
i line of flavors to 
marketing 


“dominance of 


the necessity for 
overt all 
and provide 


support strategy 
multi 
position vending machines 
It was Pepsi that got off 
In April, 1959, 
introduced Teem 
lime drink. Teem is now 
150 markets. Since 


this vear there has been, 


to the 
fastest start it suc 
cessfully a lemon 
available in 

March of 
as well, the 
Pepsi line of Patio flavors—strawberry, 
grape, 


overt 


and club 
been franchised to 


root beer, ginger ale 
These have 
about 60 markets 

Coke is introducing to the 
can market the 
erages 


soda 


Ameri 
Fanta flavored bev 
(root beer, grape, ginger ale, 
among others) that it began several 
vears sell in a few 


ago to foreign 


First it tested the new 
flavors in a number of cities in various 


And Coke's 


hoice of whi h flavors 


countries 
sections of the country 
bottlers have a 
to bottle 
Another new Coke babv is Sprite 
a lemon-lime drink. And the company 
with what is probably the most fa- 
mous bottle in America has puts its 
traditional cola on trial 
R.1 


Coke's leap into the frozen orange 


in cans, using 


Providence, as a test city 
juice business is the company’s first 
departure from the soft drink field in 
its three-quarters of a century history 
The leap was hardly into the dark: 
Minute Maid is the biggest packer of 
. Both Coke 
market largely 
Yet the two 
products are in no sense competitive 
Pepsi's Teem and Patio are intro- 
duced on an market 
emphasis, 
hard-sell ap- 


frozen orange concentrate 
Minute Maid 


through retail stores 


and 


individualized 
basis. Without national 
bottlers need the old, 
proach, using “noise,” parades down 
radio, 
strong point-of-purchase and the pull- 
ing of all stops on publicity 
ploitation 


main streets, teaser campaigns, 
and ex- 
Pepsi has supplied these 
Bottlers have been 

results. One re 
ported picking up dozens of “cold 
bottle” accounts with Teem, was able 
to inc rease his share of food store dis- 
play by 10%. Another told the com- 
that the return on his Pepsi 


in good measure 


reporting tangible 


pany 


; vending machine program doubled as 


a result of his Teem introduction. 
The battle between Coke and Pepsi 
should make lively watching. @ 


3 


BIG WAYS 
‘SLIDES | 
CAN PEP UP 


AND STEP UP 


YO 


UR OPERATION! 


1 SLIDES ALERT YOUR SALESMEN to new 
products, product changes, forth- 
coming promotions, etc.! 

2 SLIDES TRAIN YOUR SALES STAFF in 
the tested and proved selling 


3 


echniques! 
SLIDES ACQUAINT NEW PERSOR- 


NEL with company policies and 
procedure! 


4 SONG SLIDES “WARM UP” 
YOUR SALES 


NATIONAL = - 
create any 
of wee yo ~ Ae ro 


CONFABS with 
group singing! 
5 SLIDES SPICE YOUR VIS- 
UAL PRESENTATION! 


quire taster, 


more shilifully 
more econom: 
cally than you'd 


Delieve possrbie! 


Tell us your 
probie 


ms 
then forget ‘em’ 


Lonahesiieseds 


we wi Prone 
"> NATIONAL STUDIOS 


ww 


44 West 40% St., HY. 96+ Wu 2-1828 


“Sey Senet Unequaiied 
rvice Since 1912! 


0 


/, 


>\ORCHAWAII 
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RCHIDS 


Phev will | steal 


ORE 


SALES 
TRAFFIC 
GOODWILL 


NOW 
FOR AS LITTLE AS 


WRITE TODAY! 


SALES DIV. 
ORCHIDS OF HAWAII. IN 


T WASHINGTON STREET, CHICAGO 2 
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The 

Spreading 
Epidemic 

Of 

‘SMALL ORDERS’ 


continued from page 31) 


in this way, even though inventories 
rise, a cost saving can be realized. 

By far the most popular area in 
which to effect a tangible cost reduc- 
tion is order processing. The usual 
technique calls for a separate small 
order handling procedure, if volume 
warrants it. If this is not practical, 
certain stages of the regular order 
processing cycle are either simplified 
or by-passed completely in an effort 
to conform to the special needs of the 
small order 

Eliminating the credit check is an- 
other dollar saving step. Also, order 
acknowledgements, shipping notices, 
correspondence, even invoices can be 
kept to an absolute minimum, or in 
some cases, done away with entirely. 

One company revamped its billing 
procedure to meet the usually high 
cost of processing orders, large or 


small. Warren L. Segersten, director 
of marketing for Cummins-Chicago 
Corp., notes: “We follow the same 
billing and order procedure for small 
and large orders alike. The salesman 
fills out the basic form in the field. 
It’s checked for accuracy at the fac- 
tory and a final set of forms is typed 
up. This includes invoice, numerical 
and ac counting copies, representative's 
copy, salesman’s copy, billing copy 
and audit control as well as bills of 
lading 

“And it's done at one typing, al- 
lowing all departments to take imme- 
diate action without rehandling. When 
the goods are shipped, the invoices 
are pulled and pertorated with date 
shipped and invoice number, upon 
receipt of notice from the shipping 
department. We've materially reduced 
order handling costs regardless of the 
size of the order, and these helps make 
our smaller orders more profitable.” 

The policy at Edward Valves is to 
pass on a portion of the small order 
processing charge to the customer. R 
A. Durand, sales manager, points out 
that “to cover the cost of order proc- 
essing, we've established a minimum 
charge that we pass on to the cus- 
tomer on extremely small orders.” The 
company stocks a limited amount of 


more widely used parts at distributors’. 

Also a believer in passing on extra 
charges incurred by the small order is 
Michael Flynn, sales manager for the 
Benjamin Division of Thomas Indus- 
tries. “We're constantly tightening 
control of distributor stocking. We're 
concerned when we receive large 
numbers of small orders that should 
be filled from distributors’ shelves. 
We stay on top of small orders by 
placing price penalties on broken 
packages and non-standard units as 
well as enforcing established mini- 
mum freight loads and costs.” 


® These are some of the methods 
that marketers are employing to turn 
no-profit orders into profitable ones. 
Generally, they are techniques that 
are sound, effective and farsighted 
As the costs of selling and the costs 
of filling orders rise across the board 
and promise to keep rising--more 
companies will have to face up to this 
jeodlilidiahin problem. The small profit- 
eating order is not just something that 
the sales exec must tolerate, or write 
off as a cost of doing business. It is a 
problem that he can cope with suc- 
cessfully—and in so doing can often 
stand to improve his profit situation 
considerably. ® RAK 


AMERICA'S INFORMAL 
BUSINESS CAPITAL 


You will find at The Greenbrier the perfect setting for 
your conference, whether it be for ten or a thousand 
people. The new, air-conditioned West Win has an 
auditorium with a 42-foot stage, new sound and pro- 
jection machines, splendid banquet arrangements, a 
theatre with a CinemaScope screen. Ready soon will 
be our new 17,000 square foot exhibit hail. For after- 
session enjoyment The Greenbrier’s recreational facili- 
ties are unsurpassed. And our staff of experts not only 
helps in planning your program, but they also handle 
the details to carry it through successfully. 


Special Winter Rates available on request. Include a 
spacious, luxurious room and The Greenbrier’s tradition- 
ally fine meals, green fees (our courses are playable much 
of the winter), swimming in mosaic tile indoor pool, mem- 
bership in the Old White Club and gratuities to service 
personnel. EFFECTIVE DEC. 1, 1960—FEB. 28, 1961. 


FOR INFORMATION write Charles L. Norvell, Dir. of Sales. 
Also reservation offices: New York, 630 Sth Ave., JU 6-4500 
Boston, 73 Tremont St., LA 3-4497 + Chicago, 77 W. Wash- 
ington St., RA 6-0624 » Washington, D. C., Investment Bldg., 
RE 7-2642 + Glen W. Fawcett: San Francisco, 1029 Russ Build- 


ing, YU 2-6905 + Seattle, 726 
Gene beh 


Joseph Vance Building, MU 
2-1981 + Dallas, 211 N. Ervay, 
WHITE SULPHUR SPRINGS + WEST VIRGINIA 


RI 1-6814 + Los Angeles, 510 
West Sixth Street, MA 6-7581. 
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Marketing Outlook for January 1961 


By DR. JAY M. GOULD, Research Director 
Sales Management and Its Survey of Buying Power 


® The Sales Management Index of Business 
Activity will show no change in January 
1961 from the level of January 1960, as 
a reflection of the continuing economic 
lull. Industrial activity will probably 
fall about 2% below the January 1960 level, 
which had been the highest point reached 
in 1960, following the steel strike set- 
tlement. This drop is compensated for by 
the fact that sales of goods and services 
continue to show gains. We estimate that 
retail sales in January will increase by 
2%, after a good December performance that 
will break all existing records. 


®& Part of the good sales performance re- 
flects the public acceptance of the new 
1961 cars. New-car sales in the first 
ten days of November totaled 180,000, the 
highest number ever delivered in this per- 
iod,. In fact, 1960 will end as a good 


be sold as against 5.4 last year. The 
compacts have successfully met the conm- 
petitive threat of the foreign imports, 
and the only fly in the auto picture is 
the heavy carryover of 1960 models. Auto 
inventories still run to about 900,000 
cars, which is high in relation to past 
experience. 


&> If auto sales continue to do well in 
December, we may soon see a restoration 
in the balance between durable goods sales 
versus the non-durables’'. Durable goods 
in the third quarter ran 5% behind 1959, 
while non-durables ran 3% ahead. We noted 
last month that the ratio between hard and 
soft goods has a cyclical significance. 
When people step up their durables spend- 
ing we know they have a more optimistic 
view of the immediate future. This bal- 
ance should be closely watched in the com- 
ing months for signs of basic business im- 


auto year, in that 6.2 million cars will provement. 


Cities Over 500,000 


Hempstead Twsp., N.Y. 115.3 
New York City, N.Y. 104.9 
St. Louis, Mo. 104.0 
Chicago, Hil. 103.7 
San Francisco, Cal. 103.6 
Denver, Colo. 103.0 


Cities 50,000-99,999 


Raleigh, N.C. 116.8 
Las Vegas, Nev. 110.7 
Portland, Me. 110.3 
Reno, Nev. 109.6 
Pontiac, Mich. 107.9 
_Johnstown, Pa. 106.4 


36 Best 
Markets 


for 
January 


Cities 250,000-499,999 


116.9 
109.8 
108.4 
103.5 


Cities Under 50,000 


Cheyenne, Wyo. 
Lafayette, Ind. 
Middletown, Conn. 
Bartlesville, Okla. 
Ventura, Cal. 

Port Huron, Mich. 


ES 
PO oe Phoenix, Ariz. 


Honolulu, Hawaii 
Norfolk, Va. 
Newark, N.J. 
Jersey City- 
Hoboken, N.J. 
Toledo, Ohio 


by population groupings) 
U.S. Index: 100 


The following cities have a common 
denominator. They are expected to 
exhibit business activity leadership 
The index 
opposite each city compares its per- 
formance with that of the nation as 


102.1 
102.0 


in the coming month. 


Cities 100,000-249,999 


Waterbury, Conn. 111.5 
Lincoln, Neb. 108.0 
Gary, Ind. 107.4 
Columbia, S.C. 107.3 
Topeka, Kans. 106.9 
Sacramento, Cal. 106.3 


a whole. For example, if a city has Canada 
an index of 106.9 it means that 
its business activity next month is 
forecast to lead the national aver- 
age change by 6.9%. Canadian 
figures are compared with U.S. De- 
tailed figures are on 


pages. 


Regina, Sask. 
Quebec, Que. 
Montreal, Que. 
Halifax, N.S. 
Winnipeg, Man. 
Toronto, Ont. 


following 
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Business Activity Forecast for 


The Marketing Value of Business Activity Forecasts 


Business activity levels are projected 
two months ahead for 306 U.S. and 
Canadian cities as-a guide to the mar- 
keter on where his sales efforts might 
pay the biggest dividends. Cities marked 
with a * are 
month. They have a level of activity 
compared with the same month in 1959 
-which equals or exceeds the national 
change in business activity 

The business activity forecasts are 
measured primarily by the ebb and flow 
of bank debits, seasonally adjusted, and 
reflect employment, 
wage levels in all segments of business 
retail, wholesale, industrial, service, con- 
struction, farming, et< 


sales, purchases, 


The first column of the accompanying 
tables indicates the number of months 
out of the past 24 in which a city has had 
a star to indicate a better than average 
performance. When a full 24-month 
period of back data are not available, the 
city’s record is indicated as follows: 8/11 
would mean that a city has had 8 starred 
months out of the past 11. The 11 in- 
dicates the total number of months for 
which data are available 


The second column indicates the inde» 


Preferred Cities of the 


of change for this month of 1960 versus 
the corresponding month of 1959. 

The third column (the city-national 
index) relates the anual change in the 
index of the city’s business activity to 
that of the U.S. Thus, a city-national 
index of 106.0 indicates that the city is 
enjoying a gain in business activity 6% 
greater than the U.S. average. 

The fourth column is an estimate of 
expected retail sales for the second month 
ahead. While the dollar volume applies 
only to retail store sales it is also useful 
as an approximation of the relative im- 
portance of one city as compared with 
another on all of the elements that make 
up its economic pattern 


Suggested Uses 


Special advertising and 
drives in spot cities 
Picking cities for test campaigns 
Revising sales quotas for branches, 
districts and salesmen 

Checking actual performances against 
potentials 


promotion 


Basis for letters for stimulating sales 
men 


*% Forest illing salesmen’s alibis 


t 
BUSINESS —— gity, meta 
ACTIVITY rr | ye tegen nee 
vs. (Million) 
FORECAST 1960 «= January 


UNITED STATES 
1 


00.0 100.0 16673.00 


NEW ENGLAND 
Cities Over 500,000 


Boston, Mass 15 94 


Cities 100,000-249,999 


Bridgeport, Conn 2 WA 
® Hartford, Conn. 3 100.9 
New Haven, Conn. . 8 97.9 
% Waterbury, Conn. 19 1115 
Fall River, Mass. 0 #6” 
New Bedford, Mass l= (97.1 
Springfield, Mass 10 974 
tw Worcester, Mass 5 100.1 
PawtucketCentral 
Falls, 8. 1 0 9446 
Providence, R. | 7 8 


Cities 50,000-99,999 


te Meriden-Wallingford 
Conn 17 100.5 


New London — 
Connecticut’s 2nd 
Household Market 
For Eat & Drink! 


if Eat & Drink sales are your 
bread and butter, you'll sell more 
in New London, 2nd highest in 
Eat & Drink sales per household 
among all Connecticut cities of 
25,000-or-over.* Coverage? The 
Day gives you 98°/, city zone! 


zw, 
The Dap 


NEW LONDON, CONNECTICUT 
National Representatives: 
JOHNSON, KENT, GAVIN 

& SINDING, INC. 


*SM ‘60 Survey 


Sales Management 


POWERFUL 


Powerful because 
it produces... 
Produces because 
it delivers the 
LARGEST 
FAMILY 
COVERAGE 


BY ANY 
MAINE DAILY 


sow 75,000 


Bangor Daily News 


OVER 
Maine's Largest Daily 


Represented by 
Johnson, Kent, Gavin & Sinding, Inc. 


December 2, 1960 


THIS Is Eastern Connecticut 


49,500 Families 


$209,380,000 


Retail Sales 


$4,230 
PER FAMILY 


The average Eastern Connec- 
ticut family spends $89 more 
in retail stores than the aver- 
age U.S. family. As a result, 
sales exceed average volume 
by $4,405,500! 

A market of this size and 
quality demands primary cov- 
erage — which the Norwich 
Bulletin alone provides. With- 
out the Bulletin, you're set- 
tling for fringe pickings. 


Norwich Bulletin 
DAILY and SUNDAY 
NORWICH, CONN. 


Week-Days 
27,489 


Sundays 
23,380 


Represented by 
The Julius Mathews Special Agency, /nc. 


January ‘61 


BUSINESS 
ACTIVITY r 

‘ (million) 
FORECAST 1960 


January 
% Stamford, Conn 101.7 13.55 
Lewiston-Auburn 98.6 6.61 
% Portland, Me 110.3 13.01 
w Brockton, Mass 103.5 9.14 


Holyoke, Mass 93.8 6.18 
% Lawrence, Mass 104.8 8.21 

Lowell, Mass ‘ 97.3 9.19 

Lynn, Mass 96.1 9.08 

Pittsfield, Mass 96.0 7.55 

Manchester, N. H 96 986 11.14 
Cities Under 50,000 


Ww Middletown, Conn ll 110.9 


btn enn 9 on rated first* for rated sixth* rated second* 
Norwich, Conn 1 962 testing among for testing for testing 
Bangor, Me 96.9 U. S. cities in among ail U. S. among all New 
te Salem, Mass 100.3 75,000 to cities due to England cities 
apes ony a 150,000 popula- stable economy. regardless of 
twport | § 


Woonsocket, A. | 97.7 tion group. “according to Seles Management population. 
Burlington, vt ‘ BR 


Se oe the testingett market in the country 
gives first aid to new products 


Source: SALES MANAGEMENT 


HERBERT TAREYTON is the latest in a distinguished line 
of products and services to select Portland, Maine as 
best for the test. 


Other products recently tested in Northern New 
England's No. | market are Shell, Cornette Margarine, 
Tight Budget? Dawn Soap, Libby's Beef Stew, 3 Little Kittens Cat Food 
and many others. 

Just one buy nails down 98% of Do 
Woonsocket, RI's 64,596 ABC City 
Zone ... a market with an EBI 
of $6,158 per houschold!* Also 
available: full process color! What 
other RI daily can give you this 
for your money? 


what others do! Make Portland, Maine your 
No. | test city. Write for details, Then, you'll be sure 
to select the market that guarantees ideal and economi- 
cal testing conditions. 


*SM ‘OO Survey 


WOONSOCKET 
CALL 


COVERS RHODE ISLAND'S PLUS MARKET 


HERALD 
E 
Representatives: NDAY TEL 
Johnson, Kent 
Gavin & Sinding, Inc 
Affiliated: WWON, WWON.FM 


Represented, by: 
Julius Mathews Special Agency, Inc. 
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Business Activity 


~ MM. 


BUSINESS 
ACTIVITY out of 1961 1961 
FORECAST 2 188088 


FORECAST 


City 
No. & City Nat'l Retail 
Months Index index Sales 


$ 
(Millien) 
January 


MIDDLE ATLANTIC 
Cities Over 500,000 
Buffalo, N. Y 0 915 915 55.83 
w Hempstead Township 
N.Y 24 115.3 115.3 
w New York City, N.Y. 11 1049 1049 792.62 
Philadelphia, Pa. 18 965 965 206.75 
%& Pittsburgh, Pa 41019 1019 79.44 


120.46 


Cities 250,000-499,999 


® Jersey City-Hoboken, 

N. J 12 102.1 
we Newark, N. J 19 103.5 
% Rochester, N. Y ll 1005 


Cities 100,000-249,999 
*%& Camden, N. J 16 1048 
Elizabeth, N. J 2.C~C«WD 
PassaicClifton, N. J. 9 96.5 
Paterson, N. J 9 96.5 
Trenton, N. J 6 S48 
% Albany, N.Y 10 106.2 
Niagara Falls, WN. Y. 2 955 
Syracuse, NN. Y 2 95 


4 
BUSINESS No. & City Sar’ Retail 
ACTIVITY index = Sales 


Months Index 
ogt of 196! 1961 (tation) 
FORECAST sac 


as vs. 
24 «(1660 1960 «January 


a SE eee 
Allentown, Pa. .... 10 99.4 
eS eS 

W Reading, Pa. ...... 6 105.3 
Scranton, Pa. 


Cities 50,000-99,999 
Atlantic City, N. J. 7 
Binghamton, N.Y 4 
Elmira, WN. Y 3 
Schenectady, W. Y 0 
Rome, N. Y 
Troy, N.Y. 

Altoona, Pa. 
Bethiechem, Pa 

%& Chester, Pa 
Harrisburg, Pa 

% Johnstown, Pa 
Lancaster, Pa 
Wilkes-Barre, Pa 
York, Pa 


Cities Under 50,000 


Jamestown, N.Y... 0 966 
t Poughkeepsie, N. Y. 21 103.7 
w Hazleton, Pa 9 1006 
%& Norristown, Pa 24 101.2 
w Ol City, Pa 4 103.9 


ACTIVITY ios 
» 4 i 
FORECAST ao Sanuary 


Sats etait 
index Sales 


Sharon, Pa. ...... 8 976 9746 
Williamsport, Pa. .. 0 976 976 


EAST NORTH CENTRAL 
Cities Over 500,000 


% Chicago, tii. 12 103.7 103.7 
Detroit, Mich. 146 WS 995 
Cincinnati, Ohio 5 69 9 
Cleveland, Ohio 4 6S 985 

® Milwaukee, Wis 19 1012 1012 


Cities 250,000-499,999 
indianapolis, ind 10 9.0 
Akron, Ohio 9 99 
Columbus, Ohio 4 we 
Dayton, Ohio 1 4 

% Toledo, Ohio 16 102.0 


Cities 100,000-249,999 


Moline-Rock Island- 
East Moline, i! 10 “9 “9 
Peoria, til 2 928 928 
Rockford, it 12 96.5 96.3 
w® Evansville, ind 0 1015 1015 

Fort Wayne, ind 46 976 976 
® Gary, ind 19 107.4 1074 
tw Hammond -East 

Chicago, Ind. .12/21 1029 1029 


PICK YOUR WINNER IN 


ALTOONA ... 
“TEST-TOWN, PA." 


The odds are in your favor if you test your 
new product, package or ad campaign in 
Altoona, Test-Town, Pa. Here you'll find a 
“typical” distribution pattern, a balanced 
economy of industry and agriculture, and 
cooperative retailers. 


You can bet that no outside advertising 
media dent this thoroughly insulated market, 
too. Only one daily newspaper, the AL- 
TOONA MIRROR serves as the buying in- 
fluence for this area with the well-above- 
average purchasing power. THE MIRROR 
is a sure thing to reach 98°%/, of Altoona 
families, three out of four homes in Blair 


County. 


SELL ALTOONA WITH THE 


Mirror 


Altoona, Pennsylvania's Only Daily Newspaper 


RICHARD E. BEELER, Adv. Mgr. 
December 2, 1960 
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DON'T 
GO OFF 
HALF-COCKED! 


(in Pennsylvania's 3rd Market) 


The lucrative Bethlehem-Allentown- 
Easton Metropolitan Market is unlike 
many others in that 57% of the popu- 
lation living in the three key cities 
accounts for nearly 75% of all retail 
sales! It’s obvious that the cities need 
maximum coverage. 


Make sure you don’t go off half-cocked 
in this market by using a “county 
coverage” plan. You need a local paper 
in each of the cities because no com- 
bination of outside papers covers 
Bethlehem. This means The Bethlehem 
a must be on your sched- 
ules 


In Pennsylvania’s Third Market, 
Bethlehem is the second largest city 
— and the largest in Northampton 
County. Over $81 million of retail 
sales is concentrated in the city zone. 
That’s why the retailers in Allentown 
run over 3 million lines of advertis- 
ing in The Bethlehem Globe-Times 
each year! They know they can’t 
reach these families any other way. 


Che Bethlehem Globe-Times 


Galiagher-DeLisser, Inc., National Representatives 


RADIO and TELEVISION 


Business Activity 
FORECAST 


-SM 


BUSINESS 
ACTIVITY 


~~ 
Past . 
FORECAST a» Tee 


South Bend, Ind 15.91 
Flint, Mich 30.34 
Grand Rapids, Mich . 27.29 
Lansing, Mich 19.13 
% Royal Oak-Ferndale, 
Mich ) 15.15 
Ww Saginaw, Mich 13.79 
Canton, Ohio , 16.46 
Youngstown, Ohio c 22.48 
Green Bay-Appleten- 
Neenah. Menasha, 
Wis 0 
% Madison, Wis . M4 1002 


Cities 50,000-99,999 
Cham paign-Urbana, 

Ww 8 4 
Decatur, iti 0 94.0 
East St. Louis, 1. 0 962 
Springfield. tt 8 94.5 

*% Muncie, ind 7 1030 
Terre Haute, ind S FA 
Battle Creek, Mich. 3 94.0 
Bay City, Mich 6 965 
Jackson, Mich 15 %.7 
Kalamazoo, Mich 95.0 
% Muskegon, Mich 104.9 
® Pontiac, Mich 107.9 
Hamilton, Ohio 99 
Lima, Ohio - 96.8 
& Lorain, Ohio 2 101.9 
Mansfield, Ohio 
Springfield. Ohio 
Warren, Ohio 
& Beloit-Janesvilie, Wis 


BUSINESS City 
No. * y is | Retail 
ACTIVITY fis iw ff 


it 
FORECAST a Taae 


Kenosha, Wis. 
La Crosse, Wis. 

% Racine, Wis. _..... 16 100.4 
Sheboygan, Wis. ... 15 


Cities Under 50,000 

% Bloomington, tii. 8 1008 1008 
Danville, 1. _. 0 92 W2 

W Lafayette, Ind. __. 115.1 115.1 

% Port Huron, Mich. 104.3 104.3 
Elyria, Ohio 94 964 
Middletown, Ohio 93.3 93.3 
Portsmouth, Ohio B99 9 

%& Steubenville, Ohio 103.0 103.0 
Zanesville, Ohio 929 99 
Oshkosh, Wis, ....- 93.4 93.4 
Superior, Wis. ___. 99 99 


WEST NORTH CENTRAL 


Cities Over 500,000 
%& Minneapolis, Minn. . 9 1008 1008 


Kansas City, Mo. 7 S29 9 
%& St. Louis, Mo. 8 1040 1040 


Cities 250,000-499,999 
*& St. Paul, Minn 13 1016 
Omaha, Neb. . 8 WA 


Cities 100,000-249, oe 


Des Moines, lowa 5 
Kansas City, Kan 4 934 
% Topeka, Kan. ll 106.9 
Wichita, Kan. 2 9264 
Duluth, Minn . 0 96 
Springfield, Mo. 15 943 
% Lincoln, Neb. ..... 13 108.0 


Cities 50,000-99,999 
Cedar Rapids, lowa 11 98.4 


BUSINESS 
ACTIVITY 
FORECAST 


No. * City 
Months om 


Davenport, lowa 6 
Dubuque, lowa 9 
Sioux City, lowa 8 
Waterloo, lowa 4 
St. Joseph, Mo. 6 
Sioux Falls, S$. D. _. 13 


Cities Under 50, sco 


Hutchinson, Kan. 

Joplin, Mo. 1 
Fargo, N. D 9 
Aberdeen, S. D 7 
Rapid City, S. D. 19 


SOUTH ATLANTIC 

Cities Over 500,000 
Washington, DC. _. 16 940 

% Atlanta, Ga. _ 23 1015 
Baltimore, Md. _ 0 979 


Cities 250,000-499,999 
Miami, Fla... 1794.8 


Tampa, Fila. 15 948 
% Norfolk, Va. 5 1064 


Cities 100,000-249,999 
% Wilmington, Del. _. 22 103.4 
Jacksonville, Fla. 15 99.6 


More Ad Dollar 
Mileage in the 


$582,053,000* 
QUAD-CITY MARKET 


Here's why your advertising 
message travels to more pros- 
pects faster and with greater 
impact in the DAVENPORT 
NEWSPAPERS: 100% circula- 
tion in Davenport and Scott 


County, lowa, plus thousands 
more in Rock Island County, 
Illinois. Largest evening circu- 
lation . . . only morning cover- 
age .. . only Sunday paper in 
the Quad-Cities. 


* 1960 Sales Mgmt. Survey of Buying Power 


DAVENP — + j = om 


NEWSPAPERS 


tuweer 


Represented by Jonn & Kelley, Inc. 


dort 


, lowe; 
Rock Islend, Moline, fast Moline, Iinois. 
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OHIO'S NO. | GROWTH MARKET 


26% 


Income Gain 
1958 through 196! 


Highest in State 


All signs point to this market as Ohio's 
fastest-growing metropolitan area. The lat- 
est—SM’s “Marketing on the Move” pro- 
jections—shows this area’s income up 26% 

. to Jan. 1, 1962, highest gain in the 
state. 


By the end of °61], total income will be 
close to the half-billion market—$485,- 
840,000. Make sure you'll be getting your 
big share of this buying power twelve 
months from today—by scheduling the 
Chronicle-Telegram now. 


Chronicle-Telegram 


“THE FAMILY NEWSPAPER" 


ELYRIA, OHIO 


Circulation 25,540 ABC 3/31/60 
Double the Number of City Families 
Represented by 
The Julius Mathews Special Agency, /nc. 
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. 7 v BUSINESS Cit 

Business Activity — No. # City Natl Retail No. Nat'l Retail 

— j / ACTIVITY Boats a Ay — ACTIVITY noes Py index Sales 
- I de. F 1) - E < A S T “Past vw vs. (Million) 


1961 5 
Past . vs. (Million) 
FORECAST 24 «61960 )0=—s 1960) Ss Janwary FORECAST 1960 January 


BUSINESS City 
No. & City Nat'l Retail 
ACTIVITY Months Index index Sales 


a a Danville, Ya Cities 50,000-99,999 
Past vs vs (Million) 
FORECAST 24 1960 January %& Lynchburg, Va 7 Ft. Smith, Ark 5S 2 
Charleston-South Lake Charles. La 0 897 


St. Petersburg, Fla. 13 91.8 26.26 Charleston. W. Va 52 Monroe-West Monroe 
Augusta, Ga 12 7 97.4 9.85 % Huntington, W. Va. 6 La 12 9.7 


Columbus, Ga - 97.5 11.85 Wheeling, W. Va 7.6 Abilene, Tex 48 


Savannah, Ga l 94.3 94.5 13.78 
Charlotte, N.C 3 ‘ 96.5 25.03 
% Greensboro, N. C 2 102.5 20.09 
% Winston-Salem, N.C 2 102.2 16.14 
*% Columbia, S C 7 107.3 14.44 
Newport News. Va : 98.5 10.02 
% Portsmouth, Ya 1 103.3 8.96 
& Richmond ] 2 1012 39.11 
*% Roanoke. ¥ 5 100.6 12.25 


Galveston, Tex ws 

Cities Under 50, 000 putagediies 

Cumberland, Md 96.2 96.2 6 Port Arthur, Tex 

Hagerstown, Md 2 %3 73 San Angelo, Tex 

High Point. N.C 22 996 Ws Texarkana, Tex, & 

Salisbury, N. C 12 978 978 Ark 

Spartanburg, S. C 2.4#979 979 } Tyler, Tex 
w& Charlottesville, Va. 5°9 1033 103.3 7 Wichita Falls, Tex. 20 


EAST SOUTH CENTRAL Cities Under 50,000 


Cities Over 500, n00 te Bartiesvilie, Okla. 8 110.1 
Cities 50, 000- 99, 999 Memphis, Tenn 96 96 


Muskogee, Okla 6 92.9 
Fort Lauderdale, Fla. 20 > 9 21.47 
Orlando, Fila 21 


: Cities 250,000-499,999 
Pensacola, Fla o s % Birmingham. Ala 6 ll 101.1 2 MOUNTAIN 
Albany. Ga ? 4.7 


Louisville, Ky 0 4.2 942 


Macon. Ga 5 Cities Over 500,000 


w& Denver, Colo 17 103.0 
Cities 100,000-249,999 
Mobile. Ala 12 975 


Montgomery, Ala 10 94.2 Cities 250,000-499,999 
Wilmington, N.C 6 , 5 tw Jackson, Mies 15 1015 g ® Phoenix, Ariz 24 1169 
% Charleston, S 


Greenville, S 


w Asheville 
Durham, N.C 
w Raleigh. N.C 


Chattanooga, Tenn 15 928 
%& Knoxville, Tenn 4 1005 
Nashville, Tenn ll 996 


Cities 100, 600-299, +A 


Tucson, Ariz 
Albuquerque, %&. 4.16 B44 


Cities 50,000-99,999 Salt Lake City, Utah 15 98.0 
Florence-Shefield 


Tuscumbia, Ala 6 934 
B A T @) N Gadsden, Ala 9 978 9 Cities 50,000-99,999 
a Oo U G F tw Lexington, Ky 16 1042 Colorado Springs 
Meridian, Miss 13 952 ] Cole 93.1 
. Pueblo. Colo 4.4 
Population Up! 


, Falls, Mont 100 1 
Cities Under 50, 000 pay 
Sales Up, Too! te Paducah, Ky 100.3 100.3 te Las Vegas, New 110.7 


% Reno. Nev 109.6 
More people than ever with Ogden. Utah ee) 
an ee eae ee WEST SOUTH CENTRAL 
ready to buy in Baton Rouge ities ver 0 
Preliminary 1960 census figures New Orleans, La 0 97:3 97.3 
show East Boton Rouge Parish w Dallas, Tex 21 102.7 102.7 
population up to 228,095. These Houston, Tex 0 61 1 
people, with on effective buy- San Antonio, Tex 12 942 942 Butte, Mont 
ing income of $6,788" per " i nt 
household are the center of the —_— - 
booming Baton Rouge morket Cities 250,000-499,999 Casper, Wyo 
The State-Times and Morning Oklahoma City, Okla. 4 96.5 # Cheyenne, Wyo 
Advocate ore the dependable Tulsa, Okla 0 95.6 
newspapers that sell them every El Paso, Tex 12 9446 


day. Sell this fabulous morket Fort Worth, Tex 9 94.0 PACIFIC 
now with the Stote-Times and 


Morming Advecete Cities Over 500,000 
Cities 100,000-249,999 Los Angeles, Cal 1l 989 

Little Rock-North & San Diero. Cal 24 102.2 
State-Times Little Rock, Ark. 10 95.1 5 


& San Francisco, Cal. 12 103.6 
ond Baton Rouge, La 13. (95.7 Seattle. Wash 16 7 


4 Shreveport. La 15 995 
Morning Advocate ni i ORs 
Austin, Tex 21 965 Cities 250,000-499,999 
Beaumont, Tex 95.7 - Long Beach, Cal o 935 
Represented by Corpus Christi, 94.3 Oakland, Cal 10 983 
The John Budd Company Lubbock, Tex 94.8 %& Honolulu, Hawaii 24 1098 
“Survey ef Buyine Power Waco, Tex 92.4 2 W& Portland, Ore. 24 1004 


Cities Under 50, eee 


Boise. Ida 
Billings, Mont 


Baton Rouge, Le. 
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Business Activity 


-SM 


BUSINESS 


FORECAST 


City 
No. ® City Nat'l Retail 
ACTIVITY > toes index Sales 


1961 5 
. (Mitt 
FORECAST 2 1960 «(1980 Janwary. 


Cities 100,000-249, oe 


Berkeley, Cal 10 99.5 
%& Fresno, Cal 13 102.1 102.1 
Pasadena, Cal 2 94.3 94.3 
% Sacramento, Cal 7 1063 106.3 
% San Jose, Cal 2 102.9 102.9 
Spokane, Wash %.0 6.0 
Tacoma, Wash 95 96.5 


Cities 50,000-99,999 


Bakersfield, Cal 2 
Riverside, Cal > 1 
San Bernardino, Cal 98.9 
® Santa Ana, Cal 2 100.2 
Santa Barbara. Cal 95.8 
Stockton, Cal 98.1 
Eugene. Ore 96.0 


Cities Under 50,000 
Santa Rosa, Cal. 20 96.7 


® Ventura, Cal 23 105.9 
Salem, Ore 10 965 
Bellingham, Wash l 99.7 
Everett, Wash 16 


Yakima, Wash . 


CANADA 


ALBERTA 


Calgary 


Edmonton 


BRITISH COLUMBIA — 


Vancouver 


Victoria 


MANITOBA 


w Winnipes 


NEW BRUNSWICK 


Saint John 


NOVA SCOTIA 


Ww Halifax 


ONTARIO 


Hamilton 
London 
Ottawa 
Toronto 


Windsor 


QUEBEC 


t Montreal 
w Quebec 


SASKATCHEWAN 


w Regina 13 


—SVs MARKETS TO WATCH 


STATE MARKETS: The _ industrial 
states of the Midwest, Northeast and 
East show the best balanced income 
distribution. With Alaska, California 
and the District of Columbia, they add 
up to 13 states where better than two- 
thirds of the households enjoy incomes 
of $4,000 or more: Connecticut, Dis- 
trict of Columbia, New York, Mary- 
land, Delaware, New Jersey, Massa- 
chusetts, Illinois, Michigan, Alaska, 
Ohio, California, Pennsylvania. The 
best balanced of all states is Connecti- 
cut, which is first in the percentage of 
households (42.7) in the $4,000- 
$6,999 group, and has the second 
highest percentage in both the $7,000- 
$9,999 and over-$10,000 groups - 
19.6% and 17.5%, as against District 
of Columbia’s 19.7% and 18.8%. For 
the figures for each state, see July 10 
Sales Management Survey of Buying 
Power 


. Sales of all kinds of stores in the 
New York—Northeastern New Jersey 
Metropolitan Area rose to $19,688,- 
856,000 in 1959, an increase of $1,- 
199,071,000, or 6.5%, over the former 
peak of $18,489,785,000 attained in 
1958. Effective Buying Income, after 
taxes, of the area’s population rose to 
$35,170,803,000 in 1959, a gain of 
$2,016,126,000, or 6.1% over the 
$33,154,677,000 reported for 1958 


AREA GROWTH TRENDS: In the 
nation’s 300 Metropolitan Areas for 
the 3-vear period from the end of 
1958 through 1961, these ten areas 
are expected to show the greatest 
gains in Effective Buving Income for 
1961 over 1958: 


Fort Lauderdale-Holywood, Fila., 
with a 76% gain. 


Sarasota, Fla.—74% gain 
Huntsville, Ala.—72% 

Albanv, Ga.- 
Rochester, 


gain 
55% gain. 
Minn.—54% gain. 

San Jose, Cal.—53% gain. 

Midland, Tex., and New Bruns- 

wick-Perth Amboy, N. J.—47% gain 

Odessa, Tex.—45% gain 

Orlando, Fla.—44% gain. 

In the retail sales category, indica- 
tions are that the following ten areas 
will record the greatest gains for the 
3-year period from the end of 1958 
through 1961: 

Fort Lauderdale-Hollywood, Fila., 

with a 78% gain. 

Bellingham, Wash.—62% gain 

Sarasota, Fla.—53% gain. 


Sales Management 


Santa Barbara, Cal.—52% gain 

San Jose, Cal._—46% gain 

Odessa, Tex.—45% gain. 

Jackson, Miss.—44% gain. 
Huntsville, Ala.—43% gain 
Daytona Beach, Fla., and Tucson, 
Ariz.—40% gain. 


A YEAR FROM NOW: Projecting 
income and retail sales per household 
to January 1, 1962, the estimates indi 
cate that per household income in 
126 of the nation’s 300 Metropolitan 
Areas will exceed the national aver- 
age of $6,559, and that retail sales 
per household will top the national 
average of $4,207 in 153 of the 300 
Metropolitan Areas. 

The ten leading areas that will 
have the highest income per house- 
hold in the projections are: 

Bridgeport - Stamford 

Conn., with $9,737. 

Washington, D. C., with $8,833 

Wilmington, Del., with $8,775 

Champaign- Urbana, IIl., with 

$8,705 

Newark, N. J., with $8,413 

Paterson-Clifton-Passaic, N. J., with 

$8,410 

Honolulu, Hawaii, with $8,402 

Trenton, N. J., with $8,248 

Chicago, Ill., with $8,236 

New Haven - Waterbury, 

with $8,201 

The ten areas that will lead in re- 
tail sales per household are: 

Sarasota, Fla., with $5,950 

Lubbock, Tex., with 95,725 
Moorhead, N. D., with 


Norwalk, 


Conn 


’ Fargo - 
$5,681 
Miami, Fla., with $5,646 
Reno, Nev., with $5,605 
Tallahassee, Fla., with $5,590 
Fort Smith, Ark., with $5,584 
Charlotte, N. C., with $5,567 
Richmond, Va., with $5,539 
Daytona Beach, Fla., with $5,534 


> Note: For additional figures on the 
300 Metropolitan Areas, see Sales 
Management's November 10, 1960, 
Marketing on the Move issue. The 
Metropolitan Areas are grouped by 
states which in turn are grouped ac- 
cording to the Government Census 
regions: New England, Middle At- 
lantic, East North Central, West North 
Central, South Atlantic, East South 
Central, West South Central, Moun- 
tain, Pacific. 
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EVERY HOUR 


ar 5 MINUTES 


Between 6:15 AM ants 15 AM 
from LAGUARDIA 
(except 11:15 PM) 


EVERY HOUR 


NEW YORK TO 


AT 25 MINUTES 
AFTER EVERY HOUR 
Between 7:25 AM and 11:25PM 

from LAGUARDIA 
(except 10:25 PM) 


yt — 4 Club of 
Carte Blanche card 


NORTHEAST 


AIRLINES 


MAILING PIECE 
tuat WEVER Fausi!! ANNOUNCE NEW 
PRODUCTS, STORE OPENINGS, SPECIAL EVENTS, 
PRICES, (NVITATIONS... AMY TIME 17) WANT 


resuts. FREE SAMPLE/ 


MARVIC ADV. CORP. 
86ISM MANHATTAN AVE. 


Copywriting Studio 
Confidential Work 


any kind — any 


BROOKLYN 22, N.Y. 


EXECUTIVE SHIFTS 
IN THE SALES WORLD 


Consolidated Business Systems, Inc., 
New York~Raymond McCann joins 
as vice president and manager in 
charge of sales and development for 
New York and New England. 


Corn Products Sales Co., New York— 
Robert S. Wheeler joins as vice presi- 
dent and marketing director in charge 
of new products. 


Federal Pacific Electric Co., Cornell- 
Dubilier Electronics Div., New York 
—Glenn E. Ronk named general sales 
director. Rear Admiral Carl F. Still- 
man, U.S. Navy (Ret.) named ad- 
ministrative assistant to vice president- 
marketing. 


Gorman, Eckert & Co., Ltd., London, 
Ontario, Canada—Alfred W. Ireland 
appointed vice president and director 
of marketing. He had been coordi- 
nator of marketing for McCormick & 
Co., of Baltimore, an associate com- 


pany to Gorman, Eckert & Co., Ltd. 


Hertz American Express International, 
Ltd., New York—Shelby W. Merrill 
named sales manager. 


LeTourneau-Westinghouse Co., Pe- 
oria, Ill.—Lloyd A. Rager named man- 
ager of the newly established products 
marketing department. LeTourneau- 
Westinghouse is a subsidary of West- 
inghouse Air Brake Co. 


Pittsburgh Plate Glass Co., Pitts- 
burgh — Norman F. Heydinger named 


manager of marketing services and 
Robert L. Morgan, manager, woven 
textile marketing in the Fiber Glass 
Division. 


Procter & Gamble Co., Cincinnati — 
John W. Hanley appointed to the 
newly created position of manager, 
case soap products. 


Radio C tion of America, New 
York—Wendell R. Smith appointed 
staff vice president, marketing de- 
velopment. 


Scripto, Inc., Atlanta, Ga.—Bart Hoag 
named national field sales manager of 
the U.S. Division. 


Sperry Rand Corp., Remington Rand 
Portable Typewriter Div., New York— 
Leroy C. Shoup promoted to newly 
created post of national accounts 
sales manager. 


Studebaker-Packard Corporation, Min- 
neapolis — Roy E. Mullin promoted 
from vice president in charge of sales 
to vice president in charge of mar- 
keting of the ONAN Division. 


White Sewing Machine Corp., Cleve- 
land—R. E. Lavery appointed vice 
president and general manager of 
Home Equipment Division, where he 
will be responsible for the distribu- 
tion and sale of sewing machines 
and vacuum cleaners. 


Worthington Corp., Harrison, N. J.— 
George Quinlan promoted to man- 
ager, marketing administration de- 
partment. Fred A. Hutchinson suc- 
ceeds him as manager, sales pro- 
cedure department. 


Subscriber Service 


Subscribers buy more than 
one million pages of reprints 
yearly, through Sales Man- 
agement’s Readers’ Service 
Bureau. In addition, RS stands 
ready to help you research 
back issues of SM on any 
classification of subject matter 
we have pubiished. Write: 
Sales Management, Readers’ 
Service Bureau, 630 Third 
Ave., New York 17, N. Y. 
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POPULATION: 
556,600 
E.B.1. 1959: 
$1,130,840,000. 
E.B.i. PER HSEHOLD: 
$7,055 
RETAIL SALES, 1959: 
$698,363,000. 
FOOD SALES: 
$187,468,000. - 
GEN. MDSE: 
$94,519,000. 
AUTOMOTIVE SALES 
$101,534,000. 
Source: Sales Management 
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merican Motors Corp. 
“gener: Geyer, Morey, Madden 
Ballard, Inc, 
American Te 
(Leng Lines 
Agency: N. W. Ayer & Son, Inc. 


American martone Vatsteno & Tel — 


Agency: Cunningham " Wain Inc 
American Viscose Corp. 
Agency: Arndt Preston Chapin Lamb 
& Keen, Inc 
A letenad @& 4. 


Publications 
Agency: Van Brunt & Company 


Bangor Daily News 
Baton Rouge State Times 
Bethichem Giobe Times 

Agency: Harvey Nelson Advertising 
Better Homes & Gardens 

Agency: J. Walter Thompson Company 
Brown & Bigelow ... 


CBS-Radic ... 

Agency Sudier a Hennessey. Inc 
CBS Owned Redio Stetions .. 

Agency: Sudier & Hennemey, inc 
Capitol Airlines 

Agency: Kenyon 8 Eckhardt. Inc 
Chicogo Tribune 

Agency: Foote Cone a Belding 
Cincinnati Enquirer Rbiee 

Agency: Stockman West Burkhardt, Inc 
Cleveland Plain Deoler 

Agency: Joseph Guillozet Company 
Copy Shop 


Agency: Alan Goodman Advertisi ing 


Davenport Newspopers A 
Agency: L. W. Remsey Advertising Agency 
Deito Airlines javeute- ae 
Agency: Burke Dowling Adams, inc 
Dickie-Raymond coe @ 
Agency: Harold Cabot & Company. ‘lac. 
Dobeckmun Compony . .ird Cover 
Agency: Chirurg & Cair rns, inc 
Domestic Engineering sce Oe 
Agency Torkle Gunde! & Associates 


Eyiria Chronicie-Telegram 


Foulttess Rubber Compony 
Agency: Howard Swink Advertisi ing 
Agency, inc 
Florists’ Telegraph Delivery Associction . 
Agency: Keyes, Madden Jones, Inc 


Gory Post-Tribune ... 

Agency: Torkle Gunde! & Associates 
Good Housekeepi 

Agency: Ellington 
Greenbrier 

Agency: Needham & Grohmann. Inc. 
Greensboro News-Record ‘ 

Agency: Henry J. Kaufman & Associates 
Grit Publishing C y 

Agency: Gray & Rogers Adver tising 


Company 
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Agency Tortie Gundel & Associates 

Jam Handy Organization .2nd Cover 
Agency: Campbell-Ewald Company 

Heorst Magazines Sere ae 
Agency: Lynn Baker, Inc 

Hospitals, Journal of American 
Hospital Association wae 
Agency: Bernard J. Hahn & Associates. 


Indianapolis Stor & News 
Agency: Caldwell, Larkin & Sidener-Van 
iper. inc 
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This index is provided as an additional service. 
The publisher does not assume any liability for 
errors or omissions. 
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Edward S. Hoffman 


Asst. to Executive Vice-Pres. 
Cecelia Santoro 


ADV. SERVICE MANAGER 
Madeleine Singelton 


PRODUCTION MANAGER 
Virginia New 


DIVISION SALES 
MANAGERS 


New York—W. E. Dunsby, Wm. 
McClenaghan, Elliot Hague, 
Robert B. Hicks, Dan Callanan, 
F. C. Kendall, Philip L. Patter- 
son, 630 Third Ave., New York 
17, N. Y¥., YUkon 6-4800. 


Chicago—C. E. Lovejoy, Jr., As- 
sociate Publisher and Western 
General Manager; W. J. Car- 
michael, Western Advertising 
Director; Thomas S. Turner, 
Western Sales Manager; Robert 
T. Coughlin, 333 N. Michigan 
Ave., Chicago 1, Ill., STote 
2-1266; Office Mgr., Margaret 
Schulte. 


Pacific Coast—John W. Pearce, 
Pacific Coast Manager, 3055 
Wilshire Bivd., Suite 204, Los 
Angeles 5, Calif., OUnkirk 
5-0235; Warwick S. Carpenter, 
Director of Marketing, Western 
Area, 731 E. Figueroa S*., Santa 
Barbora, Calif., WOodland 
2-3612. 


Washington, D. C.—Ormond O. 
Black, Southern Manager, Mez- 
zanine, The Willard Hotel, 14th 
St. & Pennsylvania Ave., N.W., 
Washington 4, D. C., District 
7-6010. 


industrial Equipment News 
Agency: Feeley Advertising Agency, Inc. 
International Flavor & Fragrances, Inc... . 
Agency: Oliver-Beckman, Inc. 
In 


ternational Paper C. baw 
Agency: Olgivy, Benson Mather, Inc 


Wilson Jones Company 
Agency: Al Paul Lefton Company, Inc. 


Keuffel & Esser ny 75 
Agency: O. S. Tyson pany, Inc. 
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McClatchy Newspapers 
Agency: J. Walter Thompson Company 
McGraw-Hill Publishi: 


Company 
Agency: Fuller & Smith & Ross Inc. 


Agency: E. T. Howard Company, Inc. 


National Petroleum News 

Agency: Van Brunt & Company 
National Studios 

Agency: Elliott Fiax Agency 
New London Doy . : 
Agency: Gordon Schontarber > Associates 
Northeast Airlines 

Agency: J. Waiter Thompson Company 
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Agency: “Gillham Advertising Agency 
Parade 

Agency: Reach, McClinton & Company 
Popular Mechanics 

Agency: Harry Sturges & Associates 
Portiond (Me.) Press-Herald Express . 

Agency: J. M. a Advertising 


Post 
Agency Batten, Barton, Durstine & 
sborn, Inc. 

Scot Ties Lid. 

Agency: Gerald H. Keller Advertising 
S. K. Smith 

Agency: Heritage Reproductions 
Steinmon Stotions (WGAL-TV) 

Agency: John Gilbert Craig Advertising 
Studeboker-Pockard 

Agency: D'Arcy Ae Agency 
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Agency: Doug Jo 4 i Associates 


Tacoma News-Tribune 

Agency: The Condon Company 
Thomas Register 

Agency: Palmer, Codella & Associates 
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U. S. News & World Re: 


Agency: MacManus, John & Adams 


WBTW (Florence, S$. C.) 

Agency: Henry J. Kaufman & Associates 
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Agency: Ketchum, MacLeod & , oe 
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THE SCRATCH PAD 
AREA Oe 


Reflection at year’s end: “Lucky 
Strike” may be a good name for a 
cigarette, but steel and rails could tell 
us there’s no such thing as a lucky 
strike for industry. “Recovery” is a 
relative term. For both men and man- 
agement! 

° 

Switch head for a bargain-type ad 

“The Price Is Light.” 
+ 

Columnists will doubtless leap on 

“Paar Flees Bull.” 


this news head 


Old-timer: One who can remember 

Stoopnagle & Budd 
7 

Trivia Dept Our Formosan cor- 
Ah Poo, suggests we tell 
you about the surgeon who shuttles 
between Atlantic City and Washing- 
ton. Like an electric shaver, he oper- 
ites on both A.C ind D.( 

Toronto s | D. Shortall 
General Electric a play-on- 
words by the Philip Carey Mfg. Co 
in Electrical Wholesaling: “Chime af- 
ter chime, it’s Visitune y 

7 


respondent 


of Canadian 


sends 


It was an odd experience to stand 
open-mouthed in our apartment while 
Hurricane Donna bashed in three 
plate-glass windows, scatt cing lethal 
shards all over the lobby where nice 
old ladies sit and knit and shoot the 
breeze. It sounded like a preview of 
Doomsday 

a 

\ “high-priced spread” that has no 
reference to butter is the disparity be- 
tween cost and list-price in some lines 

e 

How did we converse before “okay” 

got into the lingo? 
@ 

The late Albert Lasker, head of the 
late Lord & Thomas, which a bitter 
copywriter used to call “Loud & Prom- 
ise,” is credited (or do I mean 
with being the father of 
I should hate 
to go to my grave with that hanging 


“charged”? 


the singing commercial 


over me 
» 

Add _brass-knuckle copy: “Ipana 
killed far more decay germs than even 
the best-known of the other leading 
brands.” Colgate’s? “New Ipana pre- 
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vents bad breath all day, too. Even 
beats the leading mouthwash.” Lis- 
teriner 
* 
Harness racers aren't disagreeable, 
even if they are “sulky” 
a 


drivers 


A passion for fame is the instinct 
of all great souls, according to Ed- 
mund Burke. Even if it leads to such 
accolades as “Miss Kum juat ol 
1960.” 


When ( alifornia’s Dri 


I rancis 


Townsend died awhile back at 93, re- 
porters recalled that he really trig- 
gered, you should excuse the expres- 
sion, Social Security. They tried to 
laugh him off during the Depression 
as a psychoceramic, but he rallied 
thousands of old croakers to his Town- 
send Plan. 

The New Deal chefs hastily cooked 
up a counterpart, a mulligan stew or, 
to take it out of the idiom, a patch- 
work quilt called “Old Age and Sur- 
Benefits,” more popularly 
known as “Social Security.” It has 
more phases than the moon and is 
shot through with inequities, but that’s 
another story and not pertinent to ad- 
vertising or selling 


vivors 


For weight-watchers, they tell me 
Borden's Chateau cheese goes easy 
on fat content and, therefore, the 
dreaded cholesterol that clogs our 
plumbing Right tasty, too 


Hold That Line! 


they made out pretty well. 


long lines get out of hand. 


Since | am not a sales executive in the true sense, asking 
industry to hold that line is a cry in the wilderness. 


Time was when salesmen spoke up at meetings and conven- 
tions to ask: “Why don't we bring out... ?” 


What the brass was asked to “bring out” would vary any- 
where from different-shaped models to models more like those 
of competitors; to models of different sizes which would permit 
different prices. In brief, it involved lengthening the line. 


The view from my ivory tower is not comprehensive, even 
with field-glasses, but I get the notion that the public already 
has too many choces, without enough real difference to wad 
an olive, but enough to hike costs. 


With automobiles, with cigarettes, with alcoholic beverages, 
to mention a modicum, dealers can’t stock them all. Physically, 
there isn't room enough, and the accounting department would 
go quietly nuts with the added bookkeeping. 


Our great-grandparents took what the country general store 
stocked or went without. Except for anesthetics and antiseptics, 


If they didn’t like the three or four styles of buggies or reed- 
organs or windmill-pumps, they could go climb a lace curtain. 
But look at the many makes and models of cars WE are offered, 
the many brands of pianos and pipe-organs, and so on and so on. 


I'm far from a marketing expert, but it just seems to me that 
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Now, from the Dobeckmun Division, unconverted POLYFILM, a superior 


polyethylene film for producers and distributors who do their own packaging! 
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Customers see, customers buy products protected by POLYFILM. Counters are neater, merchandise stays new, and 
even return goods return to stock because they're kept cleaner. No doubt about it, POLYFILM makes a better display, 
and keeps it that way! Supple, clear, strong POLYFILM will protect your products in inventory —yet. it has a habit of 
selling them faster. And it's the lowest cost film you can buy. Ask your representative about POLYFILM or write to— 


THE DOBECKMUN COMPANY <i> 


A Division of The Dow Chemical Company, Cleveland 1, Ohio + Berkeley 10, California + Offices in most principal cities 
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Media’s Law: 


To a seller of alpenstocks, the pulling 
power of an advertising medium is equal 
to the number of alpenstocks sold. 

To media men, pulling power is influ- 
enced by several interrelated factors. 


The law or formula looks like this: 


Pulling Power 


Circulation Volume 
x 
Editorial Vitality 
x 


Reader Confidence _| 


The Chicago Tribune, with a circulation 
114 times that of any other Chicago 
newspaper, out-pulls the other papers 
by at least 3 to 1 and as much as 15 to 1. 


Chicago Tribune 


rl 


